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US salesmen to 
demonstrate 


their methods 


Seven members of New York's 
National Sales Executives Incor- 
porated will attend the ISMA 
annual dinner at Claridges on 
October 7, and will speak at the 
Association's conference at 
Victoria Halls, Bloomsbury 
Square, the following day. Sub- 

t of the conference will be 

‘Selecting, Training and Stimu- 
lating the Sales Force.” 

For two hours in the morning, 
ISMA members, BE. J. Rainey and 
W. E. Wood, assisted by col- 
leagues from the sales department 
of the Lamson Paragon Suppl 
Co., Ltd., will demonstrate Britis 
methods, and for a similar period 
in the afternoon members of the 
National Sales Executives will 
demonstrate American methods. 

Afterwards the British and 
American speakers will take the 
platform for an hour’s discussion. 

The American delegates will be 
headed by the chairman of their 
board of directors, G. J. Ticoulat, 
who will take as his presentation 
subject “The Place of Selling in 
a Free Enterprise System.” 

On the same day, three 
National Sales Executives Inc. 
members will take part in a con- 
ference of the Leeds branch of 
ISMA. They will be lead by 
their vice-chairman, Elmer R. 
Krueger. 


Canada’s ‘Marketing’ 


changes hands 


Marketing, the weekly publica- 
tion serving the sales and adver- 
pe field in Canada, has been 

uired by the Maclean-Hunter 
Pu lishing Co., Ltd., of Canada, 
who state that ‘they will continue: 
to publish in the magazine the 
news from all groups in the fields 
of selling, publishing, media and 
advertising in Canada. 


Walkers 


(showcards) 


MANCHESTER 


To The Editor .. 


Service for the 


public weal 


Sir,—Whether by sheer coinci- 
dence or by the careful planning 
of features, two articles followed 
one another in your last issue 
which dealt with the subject of 
human suffering and indicated 
how those in our profession can 
= & & to improve matters. 

n rst place, concerning 
mE, on the roads, Brian Hilton 
very rightly took the editor of a 
house organ to task for an ill- 
advised front cover. Earlier in 
the article an editor was praised 
for showing the way things in this 
sphere should be handled. My 
own view is that advertising men 
can do a very great deal to help 
cut down this weekly and 
thoroughly disgraceful rate of 
slaughter. I hope that Brian 
Hilton’s comments will have 
proved of some use in that 
respect. 

condly, it was good to see 
that the public relations article 
was entirely given over to an 


THIS WEEK 
New feature on exhibitions— 
page 640 
NEXT WEEK 


cate | of Lancashire and the 
orth-West Market. 


account of how advertising men 
got behind the anti-polio cam- 
paign in Brighton and really 
made a success of it. 

Now the advertising profession 
is frequently traduced by those 
who believe it to serve no useful 
purpose. Setting aside the purely 
economic inaccuracy of such a 
belief, it would be no bad thing 
for advertising men to prove the 
contrary by setting their minds to 
work upon the severa] campaigns 
now running to alleviate human 
suffering. 

Wattace B. GrRiMMeR. 
Tunbridge Wells. 


Do advertisers 

‘spend’ or invest? 

Sm,—Advertising practitioners 
and technicians) render a pro- 
essional service and are anxious 
to be regarded as professional 
men. 

Is it not then a mistake to use 
the tradesman's word “spend” in 
connection with advertisers’ 
budgets or appropriations ? 

With a copywriter’s nice dis- 
crimination in words, I much 
prefer and always use the more 


professional (and more euphoni- 
ous) terms, “invest” and “invest- 


BARRINGTON BREE 
114 Wigmore Street, 
London, W.1. 


The value of 


class tuition 


Sm,—Much controversy has 
arisen during the past year regard- 
ing the facilities and standards 
connected with tuition for the 
examinations of the Advertising 
Association. Quite a number of 
sweeping and, in some instances, 
confusing statements have been 
printed which doubtless leave the 
prospective student with feelings 
of misgiving and bewilderment. 

This Autumn will see the entry 
of many students into various 
evening institutes throughout the 
country, some starting on Division 
A, others progressing further on 
the more advanced stages. The 
latter intake will know what to 
expect; the beginners may 
wonder what's coming, and 
whether there is any more advan- 
tage in class tuition than home 
study. 

As a lecturer, I will probably 
be accused of bias when I whole- 
heartedly recommend class 
tuition. Maybe the student is a 
very determined person, capable 
of setting aside a definite period 
of study, amid the various distrac- 
tions which occur even in the best 
regulated of households. Only 
in a classroom, however, is there 
a collective atmosphere of study, 
where a student’s questions can 
be answered fully, and practical 
specimens examined. 

At a number ef evening insti- 
tutes, the total course time allo- 
cated for each subject is under 
30 hours, which is not over-much 
and calls for regular attendance 
and constant application when in 
class. 

With such a limited course 
time, it is obvious that the pace 
must be pretty fast to cover the 
syllabus. 

The lecturer aims to convey 
basic principles of various aspects 
and demonstrate them by prac- 
tical examples and actual speci- 
mens wherever possible. With 
such a combination of the 
theoretical and the practical, the 
student should then be able to 
use this training, not only for 
applying to his examination ques- 
tions, but to assist him in his 
personal career. 


J. MELLOR 
Lecturer at City of London 
and Ealing Technical College. 


Obituary 
Kevin J. Kenny 


The death took place in Dublin 
last week of Kevin J. Kenny, who 
had been in poor health for some 
time. He was 75. 

Mr. Kenny started in the adver- 
tising business by founding K. J. 
Kenny and Company. He organised 
and managed three Irish Industrial 
Exhibitions and managed several 
Irish nationalist magazines durin 
the period preceding the Rising o' 
Easter Week. He was a founder of 
the Dublin Industrial Development 
Association, and served on its coun- 
cil for many years. 

Mr. Kenny was honorary vice- 
consul for Portugal, receiving the 
order of Cavaleiro in recognition of 
his services, 


G. T. Withers 


G. T. Withers, a well-known figure 
in Midland advertising circles, has 
died after a short illness. 

George Withers went straight oom 
Birmingham University, at the a 
of 21, into a partnership with t 
late “Teddy” Reeves, which lasted 
up to the commencement of the war, 
when he became financial advisor to 
the Midland region of the Ministry 
of Aircraft Production. 

In 1946 he joined H. C. Longley 
Ltd. as a director, in which position 
he remained until his death. 

He was a member of the IPA 
and of the Birmingham Publicity 
Association. 


Henry Harris 


The death occurred last Thursday 
of Henry Harris, formerly of Posner, 
Walters & Harris, photo-engravers, 
and then, for 37 years until his 
retirement three years ago, a repre- 
sentative with John Swain & n, 
process engravers. He was 


SERIES ON MR, EDEN 


To publicise a series of articles on 
the career of Anthony Eden to 
appear in the News Chronicle for 
the —— beginning next Wednes- 
- in. triple advertisements 

! ee in some 60 provincial 
evening papers on both Monday and 
Tuesday. 5,000 double crown bills 
will be displayed on London buses, 
Underground and main line stations, 
and there will be substantial adver- 
tisements in the Star. 
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Over 700 advertisers will have used WOMAN’S OWN 


in 1954! They know that space in 


WOMAN’S OWN places them in the 


forefront of national campaigns 


to the women’s 


mass market! 
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A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON E.C4 


is a part of 


Gracious Living 


In the world of substantial homes and comfortable 


incomes, WOMAN’S JOURNAL holds unrivaled 


sway. You find it where fashion flourishes, and 
food is of the best . . . where people /ive, and 
entertain, and have a standard to maintain. 
WOMAN’S JOURNAL is bought by women in 
more than a quarter of a million homes — 
and its readership is many times greater than 
its sales. Truly a spacious market, with a gracious 
welcome for your goods. Go into this market 
as an invited guest by advertising consistently 


in WOMAN’S JOURNAL. 


The Aristocrat 


of Monthly Journals 


for Women 


VET SALES (Jan-June 1954) 266,902 


2/6 MONTHLY + PAGE RATE £400 


+ CENTRAL 68080 
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The Organ of British Advertising 
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Advertising interests prefer 2 
—but 20 have applied 


Although the Independent Television Authority has 
received applications from 20 potential programme con- 
tractors, “Advertiser's Weekly” understands that advertising 
interests will continue to urge that only two contractors 
should be employed for the 
introduction of commercial 
television. 

The Institute of Practitioners 
in Advertising and the Incor- 
porated Society of British Adver- 
tisers joint committee on com- 
mercial television is expected to 
stand by its recommendation that 
there should be only two con- 
tractors. 

The committee also adheres to 
its earlier recommendation to the 
Government that time should be 
allotted on a days-of-the-week 
basis and not on a time-of-the-day 
or other “horizontal” arrange- 
ment, nor on a geographical basis. 

It is understood that the joint 
committee may have a further 
meeting with the Independent 
Television Authority before its 
chairman, Sir Kenneth Clark, 


| 
| 

| 

| 

| 

| 

by all | 

Printing Machine Managers’ 
| 

| 

| 

| 

| 

| 


Trade Society members em- 
ployed in newspaper offices 
has been given from the be- 
ginning of October. This 
follows the failure of Nat- 
sopa, the second of the two 
unions involved in the dis- 
pute, to accept a ruling of a 
disputes panel of the TUC. 
The panel had directed 


that the two unions should 
accept, by the end of Septem- 


ber, decision to regard 
leaves for the USA on Octo- the “Daily Sketch” as a 
ber 15. “shared house” until the 


It is for reasons of economy 
and administration that the com- 
mittee favour only two—or at the 
most three—contractors. They 
consider the new medium will * 


Printing and Kindred Trades 
Federation had 


settled 
dispute. 


| 
| 

| 

arbitration machinery of the | 
the | 
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BID TO LIMIT CONTRACTORS FOR 
COMMERCIAL TV PROGRAMMES 


‘Lilliput’ 
rates up 
next year 


Lilliput advertisement rates are 
to go up as from the January, 
1955, issue. 

This follows on the editorial 
and format changes introduced 
six months ago when the overall 
size of the publication was 
doubled. The sales increase from 
January to June is continuing in 
the second half of this year. 

The advertisement increases 
involve the following, and pro 
rata: monotone, full page (8} in. 
x 6} in.), facing matter, £240 (at 
present £220), ordinary position 
£220 (£200): special position, 
two-thirds page, £160 (£147); two- 
colour, photogravure, full page 
£260 (£230), half-page upright, 
£130 (£115); anedlour letter- 
press, covers 2, 3 and 4, £290 
(£260). 

Existing contracts .up to 
December, 1955, issue will remain 
unchanged, and orders received 
before November 1, 1954, will 
be accepted at the present rates, 

All orders received § after 
November 1, 1954, will be at the 
new rates. 


make the best start if its pro- 
grammes are of consistent 
quality, and that if there are a 
number of contractors the quality 
may vary considerably. 

Discussing time allocation at 
a press conference, when 
announced the appointment of 
Sir Robert Fraser as director- 
general for the ITA, Sir Kenneth 
Clark, chairman of the Authority, 
said: “It is very complicated, 
involving technical and political 
considerations and the efficiency 
of operation. 

“All the best-informed people 
have differing views about it.” 

Twenty organisations—at least 
@ Continued on page 606 


New ad group 
plan for Rank 
Organisation 


The J. Arthur Rank Organisa- 

tion is to form a new group com- 
ny—J. Arthur Rank Screen 
rvices Ltd. 

Managing director of the new 
company will be G. A. Holds- 
worth, who is to retain the man- 
aging directorships of Theatre 
Publicity Ltd. and Screen 
Audiences Ltd. 


tion's 
and advertising film activities, 
and will control Theatre Pub- 


“In addition to the work which 
has been carried out by these 
companies in the past, Screen 
Audiences Ltd. will now make 
commercial advertising and pro- 
gramme material for transmission 
over the alternative television 
service, and also provide tele- 
vision production facilities for 
industry,” states the Rank 
Organisation. 


Norman Moore 


Norman Moore, president of 
the Advertising Association, suc- 
cessfully underwent a _ serious 
operation on Tuesday in the 


Royal Masonic Hospital, Ham- 
mersmith. He is progressing, but 
will be in hospital another two 
or three weeks. 
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Agreement on automatic renewal right 
of fixed-period poster contracts 


Stand construction 
charges cut for 
next year’s BIF 


A new standard charge of 
4s. 6d. a square foot for stand 
construction will mean 
savings for stands up to 1 
square feet at next year’s British 
industries Fair 


Cuts will also be made in the 
charges for electrical fittings and 
installation. 

These and other interestin 
developments, whereby the BI 
will be brighter, and strike a new 
note of pageantry, are revealed 
in an article on page 640. 


Lord Camrose 
left over a 
million 


The late Viscount Camrose, 
chairman and editor-in-chief of 
the Daily Telegraph, who died in 
June, left net estate of £1,061,764. 

Death duty paid was £610,408. 

He made full provision for 
Lady Camrose during his lifetime 
and six years before he died, 
transferred to his sons 1,080,000 
of the 1,200,000 ordinary shares 
in the Daily Telegraph. 

This gift, having been made 
more than five years before his 
death, is not included in the 
estate and is exempt from death 


duty. 

He left £5,000 to his widow, “as 
a token of my love, affection and 
respect for her as a wife and 
mother.” 

He also left £40,000 to his 
widow and sons requesting them 
to “apply same or so much 
thereof as they may deem 
reasonable in accordance with 
any memorandum” he might 
leave. 

Lord Camrose also left £1,000 
each to his sons in law and 
daughters in law, £500 each to 
his grandchildren, and the residue 
equally between his children, or 
to their issue. 

A block of “A” ordinary shares 
(non-voting) of the Amalgamated 
Press have been sold from the 
Berry family holdings, following 
the death of Lord Camrose. 

Since the deal is in non-voting 
shares, contro! of the business is 
not affected in any way, and the 
Berry family continues to have a 
large holding in voting ordinary 
shares. 


SHORTER NAME 


Hewitt, Ogilvy, Benson & Mather 
Inc. have moved their offices to 589 
Fifth Avenue, New York, and 
abbreviated their name to Ogilvy, 
Benson & Mather. 


STANDARDISATION 
OF LISTS WILL 


OF INVOICING AND 


BE INTRODUCED 


An automatic right of renewal of fixed-period poster con- 
tracts (except for entertainment advertising) is provided under 
an agreement between the Institute of Practitioners in Adver- 
tising and the London Poster Advertising Association. 


Hitherto the Standard Condi- 
tions have stated that continua- 
tion of a display will normally be 
possible if not less than four 
weeks’ notice is given, 

Under the altered Standard the 
member agency is given an auto- 
matic right provided that 13 
weeks’ prior notice is given. This 
right of renewal is subject to two 
conditions: there is no right to 
continue at the rate application 
to the original order if a rate 
variation has intervened; and 
there is no automatic right to 
renew for a longer period than 
that of the original order. 

The period of notice for cancel- 
lation of orders placed till 
countermanded will also be 
altered from four to 13 weeks. 

The LPAA proposes that the 
alterations shall take effect on 
July 1, 1955, for TC contracts, 
and the same date (or earlier at 
the advertiser's discretion) for 
fixed period orders. 

Following on consultations 
representatives of the outdoor 
advertising industry's joint con- 
sultative committee (representing 
the LPAA, the British Poster 
Advertising Association and the 
Solus Outdoor Advertising Asso- 
ciation), the IPA has issued the 
following information to its 
member agencies : 


The possibility that the 
: “automatic right a renewal” 
: will unduly benefit the big 
: advertiser with a great deal of 
: money to spend, is discounted 
: by H. H. Mallatratt, secretary 
: of the London Poster Adver- 
: tising Association. 


: This class of advertiser : 
: already possessed the aujo- : 
: matic right of renewal under : 
: a till-countermanded contract, : 
: he points out. The new : 


: arrangement would act to the ; seapesed by the Bederal Tend 


: mutual benefit of both adver- 


tiser and contractor. The : 
and his agent, : 
would obviously benefit by : ,. ‘ a 
having automatic right of : tisers should not claim directly or 


renewal extended to fixed- : smoking or the smoking of any 


: advertiser, 


: period orders. 


Tailors told: Advertise 


Extended propaganda and pub- 
licity regarding the craftsman 
tailor, linked with a scheme for 
rationalised tailoring was sug- 
gested at the Sixth International 
Congress of Master Tailors. 


Quality of paper for posters. 
To avoid discolouration or fading 
of posters, agents should specify 
pure white MG poster paper 
grade 1, 61 in. by 41 in. 167 lb, 
The use of cadium sulphide ink 
colours in printing should not be 
authorised. 

Standardisation of invoicing. 
Members of the three poster 
associations have expressed their 
willingness to co-operate in cases 
where agencies would like their 
invoices by the calendar month 
instead of in four- and five- 
weekly periods. 

Standardisation of lists of sites. 
The BPAA and the LPAA have 
Stated that, in relation to the 
future publication of members’ 
lists of sites, they are recommend- 
ing to their members the follow- 
ing: Sites to be numbered 
serially ; Sites to be described in 
a standard and concise form, i.c., 
solus, gable, panelled gable, 
hoarding, panelled hoarding, 
special ; Postal districts of each 
site, where applicable, to be 
included; For solus or special 
sites, capacity in terms of 16-sheet 
posters to be given; Special 
rates, where. applicable, always 
to be shown; Sites to be listed 
in route order (in the provinces) ; 
If possible, the contract to be 
shown on the front cover. 


On the other hand, the con- 
tractor would be helped by 
knowing 13 weeks in advance 
(instead of four weeks, as at 
present) whether he would be 
able to let the site to a 
newcomer. 


Models recaptured the atmosphere 

of the Burlington Arcade in the 

au Brummell era at the rebuilding 
celebrations last week. 


Party in the 
Arcade 


There was music, singing, 
whistling and the garrying of 
open umbrellas in Burlington 
Arcade, Piccadilly, on Thursda 
evening last week—actions which 
are normally contrary to the 
regulations of the Arcade. 

It was the occasion of a party, 
organised by Voice and Vision 
Ltd., to celebrate the completion 
of the rebuilding of a part of the 
Arcade which was bombed in 
September, 1940. 

There was heavy press coverage 
for the event and Burlington 
Arcade was featured on TV news 
on the night of the celebration. 

Sam Eckman, chairman of 
MGs, loaned costumes from the 
Beau Brummell film shortly to be 
premiered in London. They were 
worn by several models from the 
Gaby Young agency. 

The toast of “ Burlington 
Arcade” was proposed by the 
Duke of Devonshire who an- 
nounced that the Prudential 
Assurance Company had agreed 
to purchase the freehold of the 
Arcade. This gave a strong news 
angle to the occasion. 


Cigarette ad code is suggested 


An advertising code for the 
tobacco industry in American is 


Commisison. 

In a letter sent to each company 
the Commission said that adver- 
by implication that “cigarette 


brand of cigarettes” is “not harm- 


* ful or non-irritating.” Advertise- 


ments should not refer to the 
throat, larynx, or any other part 
of the body, nor to digestion, 
energy, or nerves. Furthermore, 
advertisers should not employ 
terms or illustrations in such a 
way as to represent medical 
approval. 


It was also proposed that manu- 
facturers refrain from saying that 
their products contained less nico- 
tine, tar, or resin, “unless such 
representation is supplied by im- 
partial scientific data.” 

Manufacturers should, the 
Commission believe, limit their 
advertising to the subjects of 
quality, taste, flavour, and enjoy- 
ment, and similar matters of 
opinion, and should only use 
genuine testimonials for their 
cigarettes in the advertising and 
not disparage falsely the products 
of other competitors. Comments 
and suggestions are invited from 
manufacturers before any de- 
cisions are made. 
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ADVERTISER'S WEEKLY 


Change in name, constitution of advertising 
agents’ Institute _ 


ALL ASSOCIATES BECOME MEMBERS: 
NEW CATEGORY FOR SPECIALISTS 


[MPORTANT changes in the Institute of Incorporated Prac- 

titioners in Advertising—involving name, constitution, and 
membership—were ratified at an extraordinary general meet- 
ing last week. They are as follows: 


The title of the organisation is 
now the Institute of Practitioners 
in Advertising. 

All Associates of the Institute 
will henceforth be known as 
Members (entitled to use the 
letters “MIPA” after their 
mames), and a new category of 
specialists, to be known as Asso- 
ciate Members, has been created. 

Individuals on the staffs of 
“controlled subsidiary com- 
panies” of member agencies, will 
now be admitted as Associate 
Members. 

The four existing vice-presi- 
dents are now ex-officio members 
of the council, not subject to 
retirement by rotation; and, to 
fill the resulting vacancies, four 
new members of the council have 
been appointed. 

The three branch chairmen are 
now ex-officio members of the 
council with full voting rights. 


Separate posts 

The appointments of director 
and secretary have been separ- 
ated. Drummond L. Armstrong, 
who has hitherto held both 
offices, is now director, and J. P. 
O'Connor, formerly assistant 
secretary, is now secretary. 

These changes are made pos- 
sible under the new Articles of 
Association, which were adopted 
by special resolution. 

At a subsequent press con- 
ference, Mr. Armstrong made the 
following points: 

Title. Although the word 
“Incorporated” has been dropped 
from the title and the insignia 
now carries the initials “IPA” 
the distinction between incorpor- 
ated and registered membership 
remains in full force. 

Associate Members. The cate- 
ories of Associate Membership 
or which application may 
made are: design ; copy ; market 
research; overseas advertising ; 
films, radio and television ; press 


Increase in cinema 


attendances 


While agreeing that “television 
is undoubtedly a formidable .com- 
petitor,” J. Arthur Rank, in his 
annual statement to members of 
Odeon Theatres Ltd., comments: 
“It is reassuring to know that 
during our last financial year, 
while the number of television 
sets increased substantially, there 
was an actual increase of more 
than three per cent in the number 
of attendances at the group’s UK 
cinemas over the previous year.” 


media; outdoor advertising ; 
public relations in agency 
practice ; mechanical production 
and printing; and financial 
advertising. 

Like Members, Associate 
Members will be admitted on 
examination except on the fol- 
lowing condition: they may be 
admitted by interview before 
March 31, 1955, provided they 
are at least 35 years of age and 
have had at least seven years’ (or 
in special cases five years’) 
practical experience in a member 
agency or in one of its associate 
or subsidiary companies. 

Council Membership. The four 
existing vice-presidents, who now 
become ex-officio council mem- 
bers are: H. A. Oughton, H. T. 
Appleton, C. Harold Vernon, and 
Norman Moore. To fill these 
vacancies the following have been 
appointed: R. C. N. Barton 
(Haddon), R. A. P. Bevan 
(Benson), A. B. Carrick Smith 
(Royds), and G. J. Redgrove (C. 
Vernon). 

The three branch chairmen 
who are now ex-officio council 
members are: Scottish, J. D. 
Mitchell (Mitchells Advertising 
Service) ; Northern, Eugene 
Brunning (S. C. Peacock); and 
Midland, H. oS Longley 
(Longleys & Hoffman). In future, 
members of the council will be 
elected by postal ballot instead of 
show of hands at the annual 
general meeting; this has been 
made necessary owing to the size 
and distribution of membership. 

Secretary. Mr. O'Connor is an 
Associate of the Chartered Insti- 
tute of Secretaries. Ronald 
Browne (T. B. Browne Ltd.) re- 
mains honorary secretary of the 
Institute. 


A. 
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A feature of the Birds Eye sales conference was a series of ans exercises 
€ 


at an especially erected shop. The picture shows W. Mitchell ( 


{1), Birds 


Eye sales director, with C. P. Coad, representative for Bedford and district. 


Birds Eye plan ‘maximum effort’ 
in advertising and promotion 


Birds Eye will be launching a 
“maximum effort” in the field of 
advertising and sales promotion 
this year. Details were released 
to the company’s sales repre- 
sentatives at their annual confer- 
ence at Buxton. 

Large spaces, mainly 11 inch 
triples, will be taken regularly 
in the Daily Mirror, Daily Ex- 
press, Daily Mail, Daily Herald, 
News Chronicle and Daily 
Sketch. Single column advertise- 
ments and colour pages are 
booked for the leading women's 
and family magazines. The 
advertisements will feature Eliza- 
beth Craig. 

Coupon offers will include a 
half-page cighipenny coupon 
advertisement in the Radio Times 
on October 1 and a similar 
coupon will be sent to housewives 
throughout the country during 
the second week in October as a 
follow-up. 

Display material will include 
electric signs, counter dispensers, 
cut-out showcards and display 
transfers. 

The theme of the campaign 
until Christmas will be “Opera- 
tion Spreading the Range.” 
W. Mitchell, Birds Eye sales 
director, told his representatives 
that the use of national press 


This Boro Billposting Co., Ltd. site in Piccadilly, near the Piccadilly Hotel, 
now carries two posters for Scroll Pens—the firm's first venture into 
outdoor advertising. Agents for Scroll Pens are T. C. Bench Ltd. 


advertising set a milestone in the 
history of the quick-frozen food 
industry. The regular advertisin 
campaign, he said, coupled with 
the operation of the company's 
37 delivery depots throughout the 
country, would go far towards 


establishing the uick -frozen 
food cabinet in the housewife's 
mind. 


The agents for Birds Eye are 
Lintas Lid. 


BEA teaser ads 
in the ‘Guardian’ 


The first four issues of the 
Manchester Guardian this week 
carried full single-column adver- 
tisements for British @uropean 
Airways Ltd. calculated to make 
Guardian readers think, 

‘he single column carried 16 
frames down the page. From day 
to day more and more of the 
frames were filled with letters 
from a BEA slogan, “Viscount to 
Zurich.” The answer to t 
“teaser” is to be given in a half- 
page advertisement which the 
Manchester Guardian will carry 
to-morrow (Friday). 

The advertisements were placed 
by BEA’s agents, Colman, Prentis 
& Varley Ltd., who had an un- 
expected stroke of luck in Tues- 
day's issue. Three columns away 
from their advertisement appeared 
a news story headed “Three More 
Records by Viscounts,” and giving 
details of flights from London to 
Frankfurt, Copenhagen and 
Stockholm which were claimed 
to have bettered previous records. 


They want quality 


Growing public interest in 
standards of quality of consumer 
goods, and in schemes for certify- 
ing that quality, are responsible 
for the frequency of references to 
the British Standards Institution 
in the BBC news bulletins and 
feature programmes, the national 
press, popular periodicals and 
women's journals, the Institu- 
tion’s annual report claims. 
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Pan Yan pickle, a ‘product of 
Maconochie Foods Lid., is being 
featured in film advertising for the 
first time. A one-minute colour film 
been produced by Pearl & Dean 
Lid. through the agents, W. 


Crawford Lid. Entitled “Your 

Grocer Knows,” it will be screened 

in 580 cinemas throughout the UK. 

A scene from the film is pictured 
above 


@ Continued from page 603 


PROBLEMS 
FOR ITA 


five of them big enough to take 
on a network for several days a 
week or even the whole week 
have applied to become pro- 
amme contractors. Seven of 
applications are from local 
contractors, including one in Bir- 
mingham and one in Northern 
Ireland. 

Sir Kenneth also said that: 

Three Marconi 10 kW. trans- 
mitters had already been ordered, 
and three Pye 5 kW. transmitters 
were being ordered. It was 
hoped to start transmitting in 
early autumn of next year bus 
a temporary mast near the 
Crystal Palace, and also from 
Birmingham and Liverpool. 

The three stations would cover 
about 50 per cent of the country 
and thereafter, beginning in Scot- 
land, stations would be opened 


The appointment of Sir Robert 
Fraser as director general of the 
ITA was. strongly criticised in a 
leading article in the “ Daily 
Express,” stating “his record 
stamps him as a party storm- 
trooper for Socialism.” 


to get the same coverage as the 
BBC-—about 85 per cent. Each 
would have an effective radius 
of about 35-40 miles. The BBC 
had agreed in principle to sharing 
masts with the ITA, 

Asked whether it would be pos- 
sible for the contractors to fill 
all the transmitting time avail- 
able, Sir Kenneth pointed out 
that the ITA were themselves 
permitted to put on certain pro- 
grammes, which might not neces- 
sarily be economical propositions 
for the contractors. He thought 
it was quite likely that the ITA 
might do this. 

emporary offices for the ITA 
had been acquired in Woods 
Mews, off Park Lane, and they 
were now treating for a house in 
Mayfair as permanent head- 
quarters, 
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How advertising helps to break 
retail bottlenecks 


ISMA CONFERENCE AT COVENTRY 


Best way to sell a product to a retailer is to “sell” him the 
advertising with which it will be promoted, R. S. Caplin, managing 
director of R. S. Caplin Ltd., told the annual conference of the 
Coventry branch of the Incorporated Sales Managers’ Association. 

The manufacturer's first problem, he said, was to ensure that 
retail outlets are not retail bottlenecks. 

“This is where advertising—and perhaps advertising alone— 


can help him,” said Mr. Caplin. 


“ When he has decided on this 


advertising campaign to the public, he must spare no effort or 
cost to make the advertising fully apparent to the retailer.” 


These bottlenecks were likely 
to be caused by the retailer 
because he disliked a multiplicity 
of brands. “The customer, on 
the other hand, appreciates a 
wide choice of goods. As far as 
he or she is concerned, the more 
brands the better.” 

Was there a formula which 
could help the manufacturer 
create successful consumer adver- 
tising ? Mr. Caplin suggested the 
formula for success which the 
late Sir William Crawford enun- 
ciated: “Concentration-—-Domina- 
tion—Repetition.” 


Frequency-of-purchase factor 


Mr. Caplin, who was speaking 
on “Coaxing the Consumer to 
Consume,” said that consumers 
fell into four groups, the indi- 
vidual, the family, the organisa- 
tion, and the State. 

“The most important single 
factor in determining the sale of 
an article to any of these groups 
is what I call the * frequency-of.- 
purchase factor’ ,” he said. “In 
other words, how many of the 
products will a regular user con- 
sume in the course of a week, a 
month, a year or a life-time ? 

“A box of matches is used up 
in perhaps a week or less; and 
it might well pay a manufacturer 
of a new brand of matches to 
invest the amount of profit that 
would accrue from say three 
months’ sales of matches to per- 
suade someone to become a regu- 
lar user of his brand of matches.” 

The expenditure on sales pro- 
motion by detergent manufac- 
turers, and their readiness to in- 
vest large sums of money to 
secure a rate of mass consump- 
tion to match their mass produc- 
tion facilities would indicate their 
appreciation of the high “ fre- 
quency-of-purchase factor,” he 
said. 

Delegates and observers attend- 
ing the conference, theme of 
which was “The Tools of the 
Sales Manager,” came from Bir- 
mingham, Leicester, Nottingham, 
Bristol and Scotland. They were 
welcomed at the opening of the 
conference at St. Mary's Hall by 
the Deputy Mayor of Notting- 
ham, Ald. T. H. Dewis. 

Four speakers addressed the 
conference on the tools that the 
sales manager could use, and at 


the end of the conference ISMA’s 
director, D. R. Griffiths, summed 


The essence of success in any 
market is not in gaining an order 
or a first sale—but in building up 
an accumulation of customers 
who will repeat their orders. This 
truth was emphasised by 
R. Gresham Cooke, director of 
the Society of Motor Manufac- 
turers and Traders, who told the 
Conference: “Only undertakers 
should have ‘oncers’ for cus- 
tomers. The salesman who fol- 
lows in their tracks is dead from 
the neck up. 

“When the product is right 
then the sales must be stimulated 
by all the arts of publicity,” he 
added, “not only by advertising, 
but by public relations as well. 

“*Know your enemy’ is as true 


customer will be impressed only 
by actual achievement, related in 
such a way that he knows you 
dare not make such a statement 
if it were untrue,” he said. 

Discussing various psycho- 
logical factors which could 
influence sales, Mr. Newsome 
stressed the value of creating an 
impression that one’s enterprise 
was essentially up-to-the-minute 
and progressive. 

He continued: “A reputation 
for always being ‘on the ball’ can 
be considerably enhanced by a 
lively public relations and pub- 
licity policy and by original pze- 
sentation, which will not only 
attract the attention of the 

tential customer but will make 

im reflect that an undertaking 
which has bright ideas and skil- 
ful execution in its publicity 
policy is likely to apply the same 
qualities to its products. 

“Here, however, it is important 
to stop short of stunts and ‘smart 
Alec’ methods. 


Their aim in life 


“Unless the salesmen, and 
indeed the whole organisation 
behind the sales force, are psy- 
chologically conditioned to 
regard the merchandising of their 
products as a supremely worth- 
while aim in life and, thus, are 
able to communicate to the pros- 
pects the conviction that the pur- 
chase of their products is a 


brands.”’ 


R. S. CAPLIN 
“The retailer 
distikesa 
multiplicity of 


NOEL NEWSOME 

** Stop short of stunts 

and‘smartAlec’ 
methods.”’ 


in selling as in war. The firm 
whose employees know what they 
are up against on the market will 
be best able to exploit that 
market to the full.” 

Handling the market implied 
a study of the woman's point of 
view. Women like to have 
favourites. When they dropped 
a favourite they did so either 
because they had ceased to 
admire its looks, or because they 
thought it could not cope with 
what was expected of it. 

The basis of the mange 
of selling, Noel Newsome, public 
relations manager of Massey- 
Harris-Ferguson Ltd. in the 
Eastern Hemisphere, told the 
conference, was the emphasis on 
positive facts. ; 

“Whether one is engaged in 
building up general prestige or 
presenting the advantages of par- 
ticular products, the potential 


supremely worthwhile investment, 
then no outstanding sales success 
can be achieved.” 

Speaking on “Market Research 

and Consumer Investigation,”” Mark 
Abrams, managing director of 
Research Services Lid., gave exam- 
ples of the uses of market research 
in connection with the selling of a 
soft drink, a petrol, and a new 
children's weekly. 
* In each case, he said, there were 
parallels that could be drawn in 
these and all other studies in 
research. In each a direct approach 
to the consumer was necessary, 
skill was needed in the drawing up 
of the questionnaires to be used by 
the interviewer, and in the way in 
which the interviewer himself put 
the questions. 

“There is one thing to remember 
about market research,” he said. 
“The information provided by 
market surveys cannot be provided 
in any other way—not even by sales 
themselves.” 
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NATIONAL CONVENTION TOLD RESEARCH 


NEEDED TO PROVE PULLING POWER 


“Integration” —of display and advertising—was the watch- 
word of the second National Display Convention this week. 
Sounded by Sir Richard Burbage (chairman of Harrods 
Group), who opened the Convention at the Old Horticultural 
Hall, Westminster, on Monday, it was echoed in subsequent 
speeches by an advertiser, an agent, and a display | expert. 


Sir Richard advised display 
men to devote closer study to 
other factors in the promotion of 
distribution, advertising, mer- 
chandising, and administration, as 
well as the aims, character and 
prestige of the businesses they 
served. It could never be enough 
to “display display.” That, too 
often, defeated display’s prime 
purpose—the more efficient and 
wider distribution of the country’s 
goods and services. 

E. Freeman-Keel (Leon Good- 
man Displays) claimed that the 
advertiser was learning the value 
of point-of-sale display. He had 
been slow to appreciate it because 
the display industry was badly 
organised for telling the world 
what it had to offer. Advertising, 
of which display was a facet, was 
more and more taking over from 
the retailer the job of selling 
goods. At the moment most of 
the responsibility for this was 
being shouldered by the adver- 
tising agencies, but display men, 
too, should make it known that 
they could contribute to the new 
development in merchandising. 

Selling the retailer 

But, he continued, selling the 
idea of display to the advertiser 
was only half the job ; it was still 
necessary to sell it to the retailer. 
He thought that if the display 
man did it successfully, the adver- 
tiser would be eternally grateful, 
for there was a great deal of wast- 
age of material and effort. 


“It is possible by the use of 
scientifically distributed point-of- 
sale material to determine how 
much business is being lost by not 
using point-of-sale material in 
conjunction with press advertis- 
ing,” he claimed. , “It is also 
possible to determine how much 
business can be obtained without 
the use of press advertising. In 
other words, it is possible to dis- 
cover just how useful the press 
advertising or the display adver- 
tising might be.” 


Grahame Blundell (Priestley 
Studios) said that in integration 
lay the key to the next 30 years. 
The display industry would be- 
come as firm a prop of the adver- 
tising profession as the provincial 
papers were to-day. But display 
people would not be called in by 
any agent or advertiser to plan 
any advertising campaign until 
they had more to offer than free 

@ Continued on page 655 


*Truth’s’ cover 
to be in two 
colours 


A familiar face is to disappear 
from the front cover of a weekly 
magazine. From next week's 
issue of Truth, the figure of a 
Grecian lady—"“the old lady of 
Carteret Street” will be replaced 
by a new-style cover in two 
colours. Second colour is to be 
royal blue. 

The cover will carry headlines, 
authors’ names and _ other 
editorial announcements—includ- 
ing, it is hoped, caricatures—and 
a two-inch advertisement _ strip 
across the bottom of the page. 
Of the next twelve months’ inser- 
tions 26 have already been 
booked by advertisers. 

Announcing the changes, editor 
George Scott reports that demand 
for space in Truth from adver- 
tisers has more than doubled 
during the past year. Plans are 
now being made to have two- 
colour advertisements inside the 
front cover of the magazine as 
soon as possible. 

Another change to be made to 
Truth is the improvement of the 
paper on which the weekly is 
printed, making better reproduc- 
tion possible. 


Display—like the press—should be a main 


ADVERTISER'S WEEKLY 


The stand arranged by Display Craft Ltd. at the National Display Con- 
vention presents some 300 specimens of point-of-sale display items which 


the company have screen printed in quantity. 


majority of the 


To avoid overcrowding, the 


eces have been arranged on a special hinged screen 


i 
device which is placed immediately behind the centre fitment. 


Sales doubled 
since spring 


Practical Motorist & Motor 
Cyclist, the new Newnes’ monthly 
for motoring and motor cycling 
enthusiasts which was only 
launched in the spring has 
already more than doubled its 
original print order and now has 
a net sale in excess of 220,000 
copies monthly. 

First published in May, 
Practical Motorist & Motor 
Cyclist sold out within a few days 
of publication. 

Advertisement space in all 
issues to the end of 1954 has 
been fully booked for some time. 
The new advertisement rate from 
February, 1955, will be £120 a 
page. 


New national weekly 

A new national weekly, The 
London Free Press, is to be 
launched in three weeks time by 
Lord Mansfield and Kenneth de 
Courcy. 


to my every 


Brevitts belong 


lp the trend 


A copy of this hal}- page advertisement in yesterday s ° 
50 


Brevitt shoes was a 
the merchandisin 
Freeman Co. he 


delivered the 


. is the 


programme organised by 
“opening gambit" 


Dail; Express” for 
same day to all stockists as part of 
the Robert 
campaign. 


Brevitt agents, 
in a new 


At the laun hing party of the British 


edition of “Popular Photography” 
James H. Coleman Oi ht) the pub» 
lisher in this country, shows the new 
magazine to B. G, Davi is, president vf 
the Ziff-Davis Publishing Ce., pub- 
lishers of the U.S. “Photography. 


Accent on colour 
in ‘Popular 
Photography’ 


Accent is to be upon colour, 
both for advertisements and 
editorial features in the monthly 
magazine, Popular Photography, 
the British edition of which was 
launched last Friday. 

A regular colour section is to 
be included, supported by 
advertisements in full colour 
Advertisement representatives are 
Magazine Advertising Ltd. Pro 
priectors in this country are the 
Globe Publishing Co. 

First two issues of the maga 
zine, this and next month's, are 

rinted in Australia. Half 

Yecember's copy will be printed 

by arrangement—in that 
country and half in this, and 
from January the entire maga 
zine will be printed here 

First print order for the British 
edition was 25,000, but nearly 
30,000 were ordered by news 
agents. Demand for the maga- 
zine was increased by a campaign 
using small spaces in some 
selected nationals and a long list 
of provincial dailies which broke 
last Friday, publication day. 
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‘Picture Post's’ 
new ad manager 


G A. Cooper, advertisement 
controller, Hulton Press, announces 
the appointment of Noe! Holland as 
advertisement manager of Picture 
Post. 

Before the war, Mr. Holland was 
sales manager and assistant manag 
ing director at Noakes, the well! 
known process engravers After 
war service he joined Gillette Indus- 
tries, where he was appointed ex 
port manager, and for the past two 
years has been active in London and 
Manchester in the textile industry 

A. C. Davies, who is the assistant 
advertisement manager on Picture 
Post, continues in this position with 
increased interest in the development 
of colour advertising. 


* . * 

Miss M. W. Horne, who has been 
with the Austin Knight Lid. agency 
since its inception in 1922 and has 
been director-secretary for the last 
17 years, is retiring at the end of 
this ay 

Corthine joins the board 
as ‘from October 1 and will be direc 
tor in charge of campaign planning 
Mr. Corthine, who joined the com 
pany two years ago and became 
creative director in September 1953 
has had 27 years’ experience in 
advertising 

The founder of the company 
Austin Knight remains chairman, 
and A. W. Broadway and A. T. 
Kaight continue as joint managing 
directors 

William A. Belcher, who joined 
the accounts section last November 
now becomes company secretary 
and accountant 


* + * 


Important expansions of the com- 
pany'’s advertisement eapartments 
are announced by National Trade 
Press, W. F. Louls Venton has been 
appointed advertisement manager of 
Fashions and Fabrics and House 
hold Textiles. The position of assi 
tant advertisement manager goes io 
P. H. J, Bowes. A. J. Williams has 
been appointed Lancashire and 
Cheshire advertisement representa 
tive for Sivle for Men, and Sivyle 
for Men Overseas. W. HH. Haylock 
will represent Siyle for Men Over 
seas in Yorkshire Fashions and 
Fabrics will be represented in Lanca 
shire and Cheshire by B. J. Kehoe, 
while Furnishings, and Furnishings 
from Britain will be handled in th 
same territory by H. T. Rowe. 

A northern advertisement repre 
sentative has also been appointed 
for Communications and Electronics 
the new Heywood & Co, publica- 
tion, He is H. M. V. P. Windsor. 
Advertisement anaes of Com- 
munications and Electronics, as 
announced last week, is Macolm 
Roberts. 


John Dunkley has been appointed 
a contact supervisor in Young & 


Rubicam Ltd. Following war ser- 
vice as a pilot in the RAF, he joined 
Y & R in 1946. became an account 
executive in 1947 and since then 
has worked on most of the agency's 
accounts. For the last two years he 
has been senior account executive 
on Tide. Mr. Dunkley's new duties 
will be to supervise account execu- 
tives on a number of accounts. 
* * 

Richard Dimbleby, chairman aot 
managing director of F 
Dimbleby & Sons, Lid., publishers 
of the Richmond and Twickenham 
Times, Brentford and Chiswick 
Times, and Thames Valley Times, 
has appointed Roy C. Annett 
— manager Mr. Annett 

came advertisement and circula- 
tion manager nine years ago at the 
age of 21 and will remain im charge 
of those departments 


New production chief 

for ‘ Mirror’ 

Cecil King, chairman of the 
Daily Mirror and Sunday Pictorial, 
has announced the impending retire- 
ment of George Bull, production 
director at Geraldine House since 
1947. Mr. Bull is relinquishing his 
post for health reasons and will be 
retiring from the Daily Mirror board 
at the end of the financial year in 
February He will, however, be 
available for consultation. 

E. M. Gray, who succeeds him in 
charge of production, has been 
director of personnel in charge of 
labour relations. He will continue to 
look after trade union matters and 
in his dual capacity will be respon 
sible to the deputy chairman, John 
Coope. 

+. 7 

W. M. de Majo has been ap- 
pointed consultant designer to 
Smiths’ Advertising Agency Lid. 


Ai the annual meeting of the Britis: 
Direct Mail Advertising Association 
held at the Criterion Restaurant on 
Thursday last and presided over b 

Sir Frederick Rowland, Major C. v. 
Wattenbach, = etiring chairman, 

invests the ciairman-elect, F 
T. Day, of Samuel Jones & Co., 
Lid., with his badge of office. 


Controller of 
ICI publicity 


B. W. Galvin Wright has been ap- 
pointed publicity controller of Im- 
perial Chemical Industries Ltd., with 
effect from October 1. He succeeds 
Sidney Rogerson in anticipation of 
the latier’s retirement from the com- 
pany’s service on December 31, 1954. 
Mr. Rogerson was seconded by the 
company to the War Office in April, 
1952, to act as adviser on public 
relations to the Army Council, and 
has recently relinquished that ap- 
pointment. As controller of ICI's 
publicity, Mr. Galvin Wright will 
have the assistance of Gordon Long, 
who will continue in charge of the 
public relations section of the de- 
partment, with Geoffrey Richards as 
press officer and of W. J. Marrable, 
who is in charge of the commercial 
advertising and exhibitions section. 

*See Mainly Personal page 648. 

* * . 

R. A. Critchley has rejoined 
Erwin Wasey & Co., Litd., as media 
planning executive Recently he 
has worked for Odhams Press Ltd 
as market and readership executive. 
but from 1947 to 1949 he was senior 
executive in the market research 
department of Erwin Wasey. 

* * + 

Philip Arnold has joined the staff 
of the Condé Nast Publications Ltd. 
to represent Vogue Export. He will 
work with Sybil Mawdesley, adver- 
tisement manager of the Vogue 
Export magazines 

* * * 

To provide for a closer co-ordina- 
tion and increased development of 
Group publicity and advertising the 
J. Arthur Rank Organisation has 
announced changes affecting a 
number of senior personnel. John 
C. Dennett becomes executive pub- 
licity controller supervising the 
work of the four controllers where 
group publicity is concerned. He 
will have additional responsibilities 
affecting a number of specialised 
sections. L. V. Barnett, ai present 
CMA assistant publicity controller, 
becomes GFD publicity  con- 
troller 

* 7 . 

W. Crosse, chief typographer at 
F. C. Pritchard, Wood & Partners 
Lid., has left the agency. He is 
expected to join Dorland Advertis- 
ing Lid. shortly 

* * + 

After nine years as London man- 
ager of the South African Morning 
Newspapers Lid. K. G. Barton 
leaves at the end of September to 
return to South Africa to take up 
an appoimtment with the Cape 
Times, one of the papers repre 
sented by SAMN. C. G. MeCul- 
lagh, who has been assistant man- 
ager for cight years, takes over as 
manager on October | 

* * * 

Geoffrey Tyas, production man- 
ager of British Insulated Callender's 
Cables Lid. and honorary assistant 
secretary of the Regent Advertising 
Club, has been presented with a 
daughter by his wife Pat Tyas, 
formerly assistant editor of House- 
proud, and last year’s press officer 
of the club 


Among the advertising personalities 
who attended the opening of a new 
True-Form shop in Oxford Street 


were Ul. to r.) E. H. Hall, advertise- 
ment director of the ‘Daily Herald,” 
Sydney C. Hillsdon, Pictorial Pub- 
licity Co., Ltd., Frank Cooke, “Shoe 
and Leather Record,’ and Warris 
Kamilish, advertisement director of 

Odhams Press Lid. 

- * 7 

Con McGovern, Irish manager for 
Pan American Airways, who was to 
become the PRO in London for 
Fogra Failte (frish National Tourist 
Organisation), has announced that 
he has decided not to accept the 
appointment 

o * * 

A. C. K. Glock) Ware, managing 
director of A. C, K. Ware (Photo- 
_) Lid., has become a grand- 
ather 

* * 

C. St. }. Murphy, managing editor 
of Dance News, has been awarded 
the Grand Prix des Beaux-Arts 
“for services rendered to the art of 
dancing.” It is awarded by the 
Federation Internationale De Danse. 
The presentation took place at the 
Café de Paris. 

. * * 

S. Cowland Hine has been 
appointed a director of E. W. Har- 
wood & Co., Lid. He is the son of 
the founder and managing director 
of the firm, which was established 
in 1912. Mr. Hine has been with 
the agency since 1935. 

* * a 

P. E. Lambourne has joined the 
advertisement staff of Fish Indus- 
tries, one of the Blandford Press 
monthly publications. Ken Warton, 
advertisement manager of Catering 
Management, is taking over the 
overall responsibility for the adver- 
tisement side of Fish Industry. 


Editorial changes 

Guy Schofield has relinquished 
the editorship of the Daily Mail, 
which he has held since 1950. He 
will remain a director of Associated 
Newspapers and will continue his 
association with Lord Rothermere 
as political adviser 

* * * 

W. A. Newman, assistant cditor 
of the Irish Times since 1934, has 
been appointed as editor in suc- 
cession to the late R. M. Smyllie 

— * 

Sir William Robieson, editor of 
the Glasgow Herald for the past 18 
years, is to retire shortly. He will 
be succeeded by James Holburn, 
a Middle East correspondent of 
The Times. 
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HAS OVER 1,180,000 


The MIRRQR MORE READERS THAN ANY 


OTHER NATIONAL DAILY* 


HAS OVER 1,700,000 
MORE READERS UNDER 45 


The MIRROR juan any orner 


NATIONAL DAILY* 


HAS THE HIGHEST DAILY 


The MIRROR  yerr sate on carte 


IS THE WORLD’S GREATEST 
MASS MARKET MEDIUM 


* IPA SURVEY 
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Not Boko—it’s 
Yvonne 


Since they started using this picture 
in the advertisements for Lux, 
Lever Brothers Lid. have been 
inundated with enquiries, And the 

uestion is always the same: “Is 

i Baby Boko?”’ 

But the answer is “No.”” The name 
of the dusky baby is Yvonne 
('Lucky”") McKende of Maida 

ale. She is the daughter of 
Randolph (“Lucky”) McKende, a 
singer of Latin American songs in 
a London night club. 

She was discovered by a member of 
the J, Walter Thompson agency, 
who handle the Lux account, One 
night when he was visiting the 
club “Lucky” McKende proudly 
produced a photograph of his 
one-year-old daughter, and little 
Yvonne was on the road to fame. 


More ‘Junior’ 
opportunities 


Investors Chronicle in an 
article on “War in Fleet Street” 
estimates the new “junior” news- 
papers have a potential market 
of eight million readers. Sales 
of “comics” are computed at 
being in the region of 15 millions 


a week, 
“The spate of newcomers, 
though it has hit sales in some 


directions, has led generally to a 
rise in circulations,” the /nvestors’ 
Chronicle adds. “Moreover, 
absorption point seems to be still 
some way off and the trade 
believes that many opportunities 
remain for launching the right 
type of paper.” 


Committee thank ‘Two 
Freds’ badge buyers 


Latest returns on the proceeds 
for NABS from this year’s “Two 
Freds” cricket match show that 
donations for badges reached the 
record total of over £400. The 
organising committee of the Fleet 
Street Column Club, and particu- 
larly Teddy Roberts, of London 
Press Exchange Ltd., and Archie 
Maclsaacs, of Argus Press, have 
expressed their thanks to the 
many hundreds who gave their 
support in this way. 
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CREATIVE CIRCLE TOLD 


r'V commercials must give 


character to 


the product 


Creative advertising men should be using the precious time 
before the advent of commercial television in exploring 
wes, Byron Lloyd, director, Pearl & Dean Ltd., said at 


the Advertising C 


Confessing that he was 
depressed at the quality of the 
scripts now being written and, in 
too many cases, filmed, Mr. 
Lloyd said that there was a great 
deal of talk about experiment, but 
it was an experiment in the 
obvious. If a product could be 
demonstrated it was “given the 
works.” But a time would come 
when the audience simply could 
face no more undiluted demon- 
strations. He thought it would 
come within a year, adding “Why, 


then, should you be wasting this 
valuable breathing space fiddling 
about with the obvious? You 


should be projecting your mind 
forward to the time when tele- 
vision really becomes a creative 
problem. You should examine 
what has been done in the cinema 
to design entertainment or 
interest-value stemming directly 
from the product story and then 
apply the different principles of 
television. You should be 
exploring techniques—live-action, 
puppetry, cartoon, model anima- 
tion and their admixtures; in 
searching for television ideas we 
have involved two completely 
new techniques so far. 

“You should be investigating 
tricks—tricks that can be done 
in the camera or optically in the 
laboratories. You should search 
unceasingly for ‘gimmicks,’ but 
at the same time be trying to 
create something which contains 


Criticism of Marks 
Act deplored 


“Complete misunderstanding” 
of the Merchandise Marks Act 
and its -— is alleged 
by the Retail Trading-Standards 
Association to be the basis of the 
criticisms of the Act in a recent 
issue of Vantona News, ——— 
by Vantona Textiles Ltd. (quoted 
in ApDvertiser’s Weexty, Sep- 
tember 9). 

Many retailers will have read 
the criticisms of the Acts with 
surprise, states the Association, 
and adds: “The Association has 
always held the view that these 
Acts have their shortcomings, but 
it deplores criticisms which are 
apparently based on complete 
misunderstanding of the Acts and 
their interpretation.” 


ve Circle dinner on Tuesday. 


that simple, intimate sincerity 
which makes television unique 
among all forms of communica- 
tion. 

“Finally, you should be seeking 
to give to your commercial a 
character that enhances the pro- 
duct, a character that distin- 
guishes it from other products.” 

Previously, Mr. Lloyd had 
urged that television commercials 
should be a combined operation 
between agency and producer, 
beginning with a briefing on a 
copy platform and the fullest 
information of the background to 
the product. “There may come a 
time when you have enough crea- 
tive and technical ‘know-how’ 
within your own companies to do 
without the producer’s help, but 
it’s a long way off. And if things 
here take anything like the 
American pattern, that time will 
probably never come,” he said. 


Series problems 


Commenting on plans for 
series involving a change of com- 
mercial perhaps every month, or 
perhaps every week and a pre- 
set overall appropriation for pro- 
duction, Mr. Lloyd said that this 
was wrong thinking. It might be 
correct for other media, but not 
for television, because it is a 
medium of entertainment. 

If a commercial had genuine 
entertainment value, as well as 
advertising content, it might well 
be shown successfully for a con- 
siderable period. To pre-deter- 
mine the run of a commercial 
was to pre-judge the idea. 
Obviously an overall appropria- 
tion for production must set, 
but its application should de 
on ideas. A good idea need not 
necessarily be expensive, but 
there were a number of factors 
that might increase the cost if an 
idea was worth pursuing—the 
mixing of two techniques, such 
as live-action and cartoon, com- 
plicated model shots, exterior as 
well as studio shooting, or the 
use of a star. If any of these 
things could be sha into a 
commercial that would sell the 
product over a long period then 
the money will be well spent. 

The worth of an idea could be 
assessed partly by common sense 
and partly by intelligent intuition. 
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Old privilege becomes 
new sales aid 


One of Cornwall's old customs 
helped Prestcold’s domestic 
dealers in Truro, Refrigeration 
& Engineering (Western) Ltd., to 
set up an open-air display—and 
make a quick sale. In the town’s 
Victoria Square, where the firm’s 
showrooms are situated, anything, 
within reasonable limits, can be 

rked, by tradition, without 
intervention from the police. 

When their first delivery of 
Prestcold models arrived, the 
firm’s directors decided to place 
several models in the middle of 
the busy square. As a result 
within twenty minutes they had 
sold their first model. 


Exhibition ‘toimprove 


trade catalogues’ 


The Parliamentary Secretary to 
the Board of Trade, Henry 
Strauss, MP, will open the “100 
Good Catalogues” Exhibition at 
the headquarters of the British 
Institute of Management, Man- 
agement House, 8 Hill Street, 
London, W.1, at 12 noon on 
Tuesday, October 12. 

The exhibition is organised 
jointly by the Council of Indus- 
trial Design and the British 
Federation of Master Printers, 
with the object of improving the 
design and editing of trade cata- 
logues. 


AB.C. Figures 
Jan. to June 1954 


CAMBRIDGESHIRE TIMES GROUP 
66,63 


Copies 
Weekly 


London Representative : W. H. WALMSLEY 


69 Fleet Screet, E.C.4 


Northern Representative : ARNOLD ELLIS 
64 Cromford House, Manchester 4 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
Tel. Coneral 9353 
Tel. Blackiriars 6967 
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Readership figures from the LIP.A. IIPA. S UR VE x 


National Readership Survey shows that: 


ALL ADULTS © In relation to its total readership, the DAILY HERALD 
has greater “7 “yes: spaespmmucnmlnaas any 


other national 
CIRCULATION * | READERS READERS PER | © DAILY HERALD commands more adult readers per 


COPY ne Oe ee ee 


DAILY MIRROR | 4608 | 12,789 ZB | © 6,786,000 people read the DAILY HERALD in 
] = any given day. 
22 i 100 MEN read the DAILY HERALD. 
DAILY EXPRESS 4,133 11,608 — 


@ 15 in every 100 WOMEN read the DAILY HERALD. 


e 15 in 100 HOUSEWIVES read the DAILY 
DAILY HERALD| 1,865 | 6,786 3.6 HERALD. 


© 17 in every 100 young pea Ss 
of 16-34 read the DAILY 


© 54% of DAILY HERALD readers live in 
HOUSEHOLDS having two or more wage earners— 
NEWS CHRONICLE} 1,361 3,796 2.8 the highest proportion of any national daily. 
REMEMBER, TOO, at .53 pence per 
column inch per thousand readers—the D 


DAILY SKETCH 798 2,540 32 Tee, ee ge: 
product. 


DAILY MAIL 2,170 5,839 2.7 


* AB.C. figures for June—December, 1953, the period during which the survey was carried out. 


Any National Advertising ER ign MUST include 


DAILY HERALD 


The paper of the mass market — the market with the money to spend 


E. H. HULL, ADVERTISEMENT DIRECTOR, DAILY HERALD, ACRE HOUSE, LONG ACRE LONDON, W.C.2 
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How advertising helped to build Unilever 


‘SWASHBUCKLING’ 


DAYS 


RECALLED IN 


HISTORY OF GREAT COMBINE 


Some industrialists achieve 
advertising ; some have ad- 
vertising thrust upon them. 
But some are born advertisers 
—and “The History of Uni- 
lever, a Study in Economic 
Growth and Social Change, 
makes it very clear that 
William Hesketh Lever, first 
Viscount Leverhulme, was 
one of them. 

On page 25 of this two-volume 
book, comprising some 800 pages, 
the author, Charles Wilson (a 
Fellow of Jesus College, Cam- 
bridge), writes: “But already, at 
this early stage, Lever grasped 
firmly a principle that he was to 
follow throughout his career. 
Standards of living and individual 
incomes might be rising, but it 
was not enough to wait for a 
market to develop. The market 
could be created and expanded. 
Accordingly, he began an inten- 
sive campaign of advertising Irish 
butter in the press ial 


Brilliant slogan 


It is the account of the earlier 
“swashbuckling” days, when 
Lever was forcing the pace of 
advertising against his competi- 
tors, that has an especial interest 
to anyone connected with adver- 
tising. Soon the brilliant slogan, 
“Why does a Woman look old 
sooner than a Man?” appeared. 
The novelette, the melodrama, 
and doggerel verse were all 
pressed into service. The aristo- 
cratic beauty made her appear- 
ance in the advertisement column. 
In “The Lady Gwendoline’s 
Lament” stanzas of cight lines 
told how: 

The brow that once was snowy 
white 

Was lined by grief and care; 
The lips that once were ruby 

bright 

Were pale from blank 

despair... .” 

Until, of course, her friend, 
Lady Mary Bright, advised her 
to send her maid out to buy a 
box of Sunlight Soap! No 
wonder that, by producing a 
branded soap, creating a market, 
and proving that he could break 
into other people's markets, Lever 
caused his competitors to dislike 
his “extravagant and hazardous 
advertising and the offering of 
various prizes to both dealers 
and consumers.” 

Typical of him was his com- 


ment when his vigorous exploita- 
tion of every means of pushing 
Sunlight had involved him in-a 
dispute with the artist Frith, who 
objected to his use of his picture 
“The New Frock” as an adver- 
tisement. Said Lever: “Mr Frith 
reminds me of the young lady 
who is asked to play the piano. 
She simpers and says no, and 
after a struggle is led to the key- 
board, and plays as she really 
wished to do from the first... . 
My opinion is that Mr. Frith is 
rather pleased.” . 

Although the rest of the story 
develops on more conventional 
lines the success of giant Unilever 
organisation is shown to 
emphasise the truth expressed by 
one American observer: “In the 
soap industry it does not merely 
pay to advertise ; it is death not 
to advertise. Most of your total 
sales and practically all your 
profits are tied up in your 
branded items, and these you 
must sell by the millions of cases 
if you are to survive.” 

The book is published at 45s., 
in two volumes, by Cassell. 


Space ‘rationed’ 
for IPEX 


Owing to the overwhelming 
demand, stand space at the Inter- 
national Printing, Machinery and 
Allied Trades Exhibition (IPEX), 
to be held at Olympia next year 
from July 5-16, has had to be 
rationed, {It is the first to be held 
since 1936, 

A large number of British tech- 
nical developments will be fea- 
tured at the exhibition, which is 
expected to be visited by many 
thousands of overseas visitors. 

Hereward, Phillips has been 
appointed to handle the public 
relations. 


Off-side 

Accrington (Lancs.) Planning 
Committee has refused an appli- 
cation by Accrington Stanley 
Footbal! Club for permission to 
exhibit advertisements on large 
hoardings at their ground along- 
side those already in existence 
and for which permission was 
given last year. The club is 
lodging an appeal. 

The new hoardings were 
erected to screen the ground from 
outside and the refusal to permit 
advertisements is based on the 
grounds of amenity. 


Pictured at a party to launch the new Grosvenor veo cigarette are 


(left to right): W. J. Collins, director of Pearl & Dean 


id., H. Hardy and 


A. G. Salter, directors of Townend-Smith & Hardy Litd., who are handling 

the advertising for the new cigarette, J. Kellaway, advertising manager of 

the Ardath Tobacco Co., Ltd., and David Davidson of Kennerley Edwards 

and Associates who are handling the public relations and sales promotion 
work for the new cigarette. 


for all lighting purpones 


Advertising for Royal Ediswan 
lamps during the autumn and winter 
will be concentrated at the point of 
sale. Window bills, four types of 
showcards and counter cards, a 
centre piece, pictured above, a fold- 
ing display piece portraying a group 
of Royal Ediswan lamp cartons and 
small lamp sapporis, each of which 
carries a single lamp, are being 
made available to dealers. 

This material is supported by 
normal trade and technical press 
advertising, bus sides and reflex 
signs on all major roads throughout 
the country. Dorland Advertising 

Lid. are the agents. 


IPA new members 


H. B. Boulter Publicity, Ltd. 
(Sheffield), and White & Carter, 
Ltd. (London), formerly regis- 
tered members of the Institute of 
Practitioners in Advertising, are 
now incorporated raembers. 
Dolan, Davis, Whitcombe & 
Stewart, Ltd., have been admitted 
as registered members. 


Outram papers 
o - 9 
using ‘Jubilee 

The first newspaper group to 
adopt Linotype & Machinery 
Ltd.'s new Jubilee text face is 
George Outram & Co. Ltd., pub- 
lishers of the Glasgow Herald, 
Glasgow Bulletin and Evening 
Times. 

The new type face made its first 
appearance in Monday’s issues of 
the three newspapers, the sizes 
used being six, seven, eight and 
10 point roman with bold and 
roman with italic 

In the belief that the newspaper 
industry would be interested in 
an alternative to the body faces 
which have been in use for over 
twenty years, Linotype began ex- 
perimental designing nearly three 
years ago with the object of pro- 
ducing a legible type face econo- 
mical in line count and firm in 
letter form. The ty was 
named “Jubilee” in the Linetype 
Company’s fiftieth year. 

The Glasgow Herald on Mon- 
day stated: “The adoption of 
Jubilee by the Glasgow Herald 
and its associated newspapers is 
a demonstration not only of the 
merits of the type itself, but of 
the continuous technical change 
undergone within the newspaper 
in the improvement of its service.” 


Club’s history on view 


At a gathering of old and new 
members of the Publicity Club of 
London next Monday, September 
27, at the Aldwych Club, a 
history of the first 40 years of the 
club, beund in four volumes, will 
be on view for the first time. 
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the West 
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Bristo. EVENING POST 


More than 134,000 copies sold daily—Largest circulation in 
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The woman who is 


an influence in the world of fashion is herself 


influenced to buy by what she sees in 


Alison James, 
Advertisement Manager, Harper's Bazaar, 
19 Queen St., Mayfair W.1 Grosvenor 7781 


THE NATIONAL MAGAZINE COMPANY LIMITED 
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COMMENTS 


A DEVELOPING 


‘Selling’ retailers 


These views were paralleled at 
sales conf: 


copying of another 
idea.” 


614 


Talking Points 


Ask your dad !—But 
what about mum? 


HE series of prestige adver- 

tisements on the “Daddy, 
why...” theme prepared for 
the Brush Group by S. T. 
Garland Advertising Service 
Ltd. and illustrated in our 
issue of September 9 have 
evoked a friendly riposte from 
Dixons Westend Advertising 
Agency Ltd. 

Daddy, why do the Brush 
Group copy Mansion Polish? 
they ask. 

And with the enquiry comes 
pulls of the “Why Mummy” 
series which Senden’ Polish have 
been running in this country for 
nearly a year, and in South Africa 
for four years. 

Here the same technique is 
followed. A child’s question is 
answered ‘scientifically. 

Example: Why, Mummy, do 
we blink our eyes? 

Answer: That is one of 
nature's ways of keeping our eyes 
clean, darling. We don't realise 
we are blinking because little 
muscles in our eyelids do it with- 
out our knowing. Tears are also 
there to keep our eyes clean. 

As an opener, the Mansion 
shine really is brilliant . . . and 
80 On. 

Dixons Westend Advertising 
Agency, who handle the Mansion 
Polish ads., take a charitable 
view of the coincidence. They 
put it this way: “It is so easy to 
assume that one has discovered 
a fresh approach to advertising, 
and ibly something seen 
casually, and not remembered, 
rears up in the mind of an ideas 
man without any intentional 
person's 


Maybe one of the snags of an 
outstanding campaign is that it 
creates so much attention that 
people notice similarities ? 


FIGURES AND FACTS 


ESLIE HARDERN presides 
over the BBC Inventors’ 
Club. He is also public relations 
officer of the North Thames Gas 
d 


Board. 

In the latter capacity he has 
been making some observations 
about market research and the 
faith—or lack of it—which adver- 
tising men have in statistics. 

A survey conducted just after 
the war indicated that he should 
“cut out certain advertising.” 


Hardern, he 


The survey claimed to show 
that 60 per cent of people ques- 
tioned had not noticed adver- 

at all. 

ere is the crux of the matter. 
And it indicates that Mr. Hardern 
probably got the wrong end of 
the stick. Surely the survey 
showed that the people ques- 
tioned could not re seeing 
the advertisements. 

Mr. Hardern is reported to 
have urged ad men to have con- 
fidence in statistics presented by 
market research experts. 

Market research men would 
advise advertisers to treat surveys 
for what they are—a guide to 
marketing, not an infallible yard- 
stick. The media man who dras- 
tically altered his schedule on the 
strength of one remembrance test 
would be stupid, not bold. 


GROUNDS FOR 
COMPLAINT? 
as craze for using the body 
of a glamorous woman, clad 
or ill-clad, is the worst feature of 
modern advertising, says the 
Rev. Cyril Brunditt, vicar of St. 
Augustine's, Bermondsey. 

He told his Women’s Fellow- 
ship: “I have just seen an adver- 
tisement showing a young — 
lying on the sands, She 
advertising coffee. You = 
imagine what would happen if I 
put on my church notice board 
a picture of a girl in a bikini and 


MANSION POLISH 
for fiewrs Fatactere gmt temateye 
ween 
A) 06 Bhan mametow 


One of the ‘Why Mummy’ series. 


added a few lines inviting people 
to come to church next Sunday.” 

Why not offer them a cup of 
the coffee instead, Vicar ? 


WHAT A NECK! 


4 ie column will soon need 
another tie-rack. Ever since 
an innocent paragraph appeared 
about the latest 600 Group neck- 
wear, the ties have been arriving 
steadily. 

The latest comes from Triplex, 
with a note: “This ‘old firm tie’ 
is worn by 150 veteran workers. 
It is the distinguishing neckwear 
of the 21 Club, composed solely 
of men and women who have 
worked for the firm for over 21 
years.” 

They don’t say whether Ken- 
neth Horne wears one. But then, 
the letter wasn't written by 
“Stinker” Murdoch. 


TO-MORROW’S TOPICS 


° d in the medic- 
aes sale tia nap 
soon. 


® Strong bid will be made at the 
first corset industry convention 
-—-to be held in Buxton next 
week—to raise more funds for 
National Corset Week 1955. 


® Reaction to the news (this 
column last week) that two 
more American soft drink 
manufacturers are planning to 
beak into the British market 
will be swift. A famous brand 
at present confined to the south, 
will “go national” soon. 


@ Burnley Corporation will ask 
the Association of Municipal 
Corporations to press the 
Minister of Housing and Local 
Government to amend the 
Control of Advertisements 


A good product gets the right audience in 


Regulatons. They want a rule 
that no poster site shall be 
established without notification 
first being given to the plan- 
ning authorities. 


@A wide range of pre-packed 
vegetables are to be marketed 


@ Further 
Schweppes—Pepsi-Cola link up 
is planned. Marketing experts 


extension of the 


from both companies in 
Britain and the United States 
are exchanging visits. 
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A big stick for the 
Communists in Nepal? 


INDIA’S NEHRU 
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Punjab Photo Bervice RED CHINA'S MAO AND CHOU 


ADVERTISER'S WEEKLY 


Mao or Chou — whose hand on 
the tiller in Red China? 


Influential people in over 100 countries 


keep abreast of world news through 
TIME 


Five separate editions of TIME, The Weekly 
Newsmagazine, with the same editorial con- 
tent, are published in English every week. 
One edition circulates only in the U.S. The 
other four—the International Editions—pub- 
lished simultaneously, are read by important 
people in over 100 countries outside the U.S. 
TIME’s net paid audited circulation exceeds 
2,000,000 copies each week. More than 903 
out of every 1,000 TIME readers hold impor- 


You can buy advertising space in just 


tant positions in business, government and 
the professions. They look upon TIME not 
only as the best means of keeping abreast of 
international news, but as an introduction to 
the world’s foremost companies and pro- 
ducts. People around the world can read ail 
the week's important news—including your 
advertising news while it is still news. The 
Advertisement Manager will be pleased to 
give you further information. 


Famous advertisers 
like The David Brown 


the editions you want, covering the world °"0e0j..crnctiona 
markets in which you are most interested 9" “ori.c0<" 


TIME Atlantic 

TIME Pacific 

TIME Latin American 
TIME Canadian 
TIME US. 


The Weekly Newsmagazine of the World 


TIME & LIFE BUILDING - NEW BOND STREET - LONDON Wit 


Telephone > Grosvenor 4080 
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The most powerful medium for all who sell 
to Local Government 


436 (7 
és 7 SAOPMUONY A AGARD 


Justice of the Peace 
and 


LOCAL GOVERNMENT REVIEW 


will appear with 4 pp. white art cover and 
centre inset, all available for advertisers. 
Colour if desired. Rate card on application. 
Book your space now, 

\dvertisement Manager ’ London Otte 
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Portraits 
by 
BARON 


Phone up P. G. E. Warburton for an interview and 
you will be horrified to hear him say “Come as early 
as you like—what about 8.30?” And, sure enough, 
if you turn up at the fine offices of Richard Hudnut 
Lid., and its associated companies, of which he is 
chairman and managing director, you will find this 
spare, handsome, soldierly figure at his desk. 
“ Soldierly” is the mot juste. A cadet before the 
Kaiser war (he escaped from Gerinany just after it 
started), he subsequently commanded a battery and 
collected an M.C. and bar. And in the Hitler war 
he again commanded a battery for 18 months before 
the authorities decided that he was physically unfit 
to do so (he had been invalided out in 1925). So he 
went to Canada, where he organised the United 
Kingdom Information Office (now being run by 
Nicholas Monsarrat, author of “The Cruel Sea’’). 


Between the wars Mr. Warburton had Joined Vick 
Chemical Company, which became a member of 
the Incorporated Sales Managers’ Association in 
1927. Elected chairman of ISBA in 1939 he made, 
on the outbreak of war, a plea (warmly supported by 
ADVERTISER’S WEEKLY), that all branches of adver- 
tising should work together for the good of the pro- 
fession in the coming crisis. Now, in his second 
year as president of ISBA, he continues to strive 
for his conviction that advertising must be made a 
more effective economic instrument for the good of 
business as a whole. 


Mr. Warburton was born in 1896 (“a vintage year 
for port”); collects pocket sundials ; has an attractive 
sense of humour ; rides, plays tennis and squash ; 
and regrets that, residing in Kensington, it is too far 
for him to walk to work. 
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How can the case against nationalisation be stated publicly ? 
This matter has already affected some agencies and may affect 
In this special article a Legal Expert explains— 
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Nationalisation of industry and the 


HEN an_ industry is 

threatened with nation- 
alisation or other unwelcome 
legislation what are the legal 
restrictions on using adver- 
tising to hit back? This is a 
question which has been of 
increasing importance to 
advertising men from the 
point of view of their clients 
and may in the not very dis- 
tant future come even nearer 
home. 


Case in Lords 


Some light has been thrown on 
the position by litigation over the 
last few years involving Tate & 
Lyle Ltd. and the Tronoh- 

alaya Tin Co., Ltd., and its 
associated companies. 

The narrow victory recently 
won by Mr. Cube in the House 


of Lords has done something to 
clarify the tax position. In that 
case by the narrow majority of 
three to two the Lords held that 
Tate & Lyle’s expenditure on the 
Mr. Cube campaign against the 
nationalisation of the sugar indus- 
try was a deductible expense for 
the purposes of assessing the 
company’s profits for income- 
tax purposes. 

The case turned upon the word- 
ing of rule 3a of Clauses I and II 
of Schedule D of the Income Tax 
Act of 1918. 

This rule (the wording is un- 
changed in the new Act of 1952) 

rovides in curiously negative 

nguage that, “ In computing the 
amount of the profits or gains to 
be charged no sum shall be de- 
ducted in respect of (a) any dis- 
bursements or expenses not being 
money wholly and exclusively 
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advertiser—how the law stands 


laid out or expended for the 
purposes af the trade... .” 

Thus if the money appro- 
priated to the campaign was spent 
wholly for the purposes of the 
trade it was deductible; if it was 
spent otherwise it was not. 


Spending the appropriation 


The appropriation for this pur- 
for the year ending 
April 5, 1951, amounted to 
£15,339 15s. 2d. The money was 
spent through the company’s 
agents, Aims of Industry Ltd., 
whose activities included adver- 
tising, film making, film showing, 
and the issue of pamphlets, ration 
book holders (suitably inscribed), 
photographs and recordings. 

The campaign was directed 
against the nationalisation of the 
sugar-refineries industry which 
was being advocated by the 
Labour Party and which was in- 
cluded in the policy statement 
submitted to the party's annual 
conference in 1949, and the direc- 
tors of the company believed that 
nationalisation would result if the 
party were returned to power at 
the general election of 1950. 

Obviously, from the point of 
view of ordinary accountancy, 
this sum must be charged against 
the profits of the company, but 
this, of course, did not mean that 
it was deductible for income tax 
purposes, and in fact the company 
were originally assessed on the 
basis that the expenditure was not 
deductible. 

The company then appealed to 
the General Commissioners, who 
held that it was deductible, 
whereupon the Crown in its turn 
appealed to the High Court. Mr. 
Justice Harman upheld the com- 
pany. The Crown appealed to 
the Court of Appeal, who upheld 
the company by a majority of 
two to one, and finally to the 
House of Lords. 

The probable future 

This was a very close thing and 
the speeches of the law lords in 
the House of Lords throw some 
light on the probable future of 
companies which undertake cam- 
paigns of this sort in the future-— 
as no doubt they will. 

Needless to say the arguments 
used were highly technical. The 
main argument for the Crown 
was that the expenditure was 
directed to the question of who 
should own the trade and not to 
the earning of profit in carrying 
on the trade. The “trade,” it 


was argued, would continue in 
existence even if it was nation- 
alised and so would not benefit 
from expenditure on anfji-nation- 
alisation propaganda. 

This argument was rejected by 
the majority but it is interesting 
to note that a distinction was 
drawn between two possible 
forms of nationalisation : 

(a) The taking over of the 
business and assets of the com- 
pany by a national body (as 
was done with coal) ; 

(b) The taking over of the 
company's capital stock by a 
natio body (as was done 
with iron and steel). 


Undecided point 


In the course of the argument, 
counsel for Tate and Lyle con- 
ceded that if the Labour Party 
had intimated that they intended 
method (5), then the expenditure 
would not have been deductible. 

The case does not, however, 
decide this point since the whole 
case of Tate and Lyle was that 
they only expected method (a) to 
be used. But there are strong 
arguments in favour of this view. 
It can be said that a change in 
ownership of the stock—even 
such a drastic one as its 
nationalisation—does not directly 
affect the company’s trade. 

Clearly this is a very unsatis- 
factory position from the point 
of view of industry generally. lt 
seems likely that at some time 
in the future other industries 
may feel themselves threatened 
with nationalisation — or _ re- 
nationalisation—and may wish 
to defend themselves in the same 
way as Tate and Lyle. 

Before such a campaign is 
planned it is essential to know 
whether or not the appropria- 
tion can be budgeted for in the 
same way as normal advertising 
or whether special provision 
must be made for it out of taxed 
profits. 

As the law stands it seems that 
the answer depends on the exact 
form which the threatened 
nationalisation is supposed to be 
going to take and that it may be 
necessary to make tedious and 
expensive journeys to the House 
of Lords to find out which side 
of the line the expenditure falls. 

It is important to remember 
that although an important con- 
stitutional question (the line be- 
tween self-defence and political 
propaganda) is involved this case 
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POLL 
Wc cannot dis- 


e@ the truth, dis- 
credit the witness. The 
Daily Express has been 
making remarks 
about the Gallup Poll that 

Labour Party 
to be six points ahead of 
| the Conservatives in the 
voters’ favour. 

Take heart, says the 
Express in effect tw its 
Tory friends, who must 
tMdeed be very frightened, | 


= 
. 


Now: who | 
was Right 


? 


4 
to) 
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replies to the ehalienge 


’ pay no ettention te this OES the Daily Express believe ‘he difference between the margin of the 
You re ; pines Came ee FS | public opinion polls should ‘|#bour eed shown by the Express and that 
R a Liberal Poll. it always | he Ex editorial and shown by ourselves. If | per cent.—-some 20 
M f exaggerates the Liberal serve the Express rial and or 50 of the people interviewed in our sample 
that ° vote and gets the picture ey ay  —- &. 2 - nad been easervative rether than Labour, 
wron The Beaverbrook prepared te sacri both u an and vice versa in the Bupress sample, we 
, b mart } soo" Poll rd better. It only gives objectivity to do that? would have agreed exactly on the margin 
ORES. jake be cont Labout @ two-point lead. The descriptiqn of ourselves as “thet Do the Ex people really know their 
You may be bad, sort Well, if- anyone takes Liberal pol’ Posolotely without founds- oo or are they, like the Crusader, in chains ? 
. ee . , ' . . thon n 16 ye of our association I think it Atting te review th ds of 
* bul you arent - P heart from this, it ought nevef #rre. at any stage, has there been any =the wwe Poils % the last owe dennel 
Me bad. as you think you | ; to be the Labour Party. | & sJ:‘pt by the News Chronicle or the Libera! Elections 
be - ; * ‘ arty to influence our work A 
P are | with Whe with ho A “a ° —_ ’ it i* tromical that in the 1951 Election the tee Actual Gatiup ese ‘ 
¥ Your popy ary We mast letel Rone Ra, [all | Express credijed the Libersis with more a 4 
‘ siectorate yn rhe with volitical parties of all | & vote, than we di Conservative oe Ss Me 
iumqped, Bat ’ ° Labour “1 60 «5 
” p that le enn It is also, as every elec- Two questions Limerat of 06 688 
) une v2 “aot oe tien stnse the war has | The Express ettributes the difference to A Giflerence 8 .o % 
ache 6aeee io ne ules ver: 
bt Needed Lo , Lise b+ pt nA mong the fect that we show & per tent. of votes in Setimeting 
KS expres TORS as” 3 1h accura strument for registered be the Lrberais and tne Express party votes ..... 07 rr] 
Cede. wip OMe assessing public opinion. only 4 per cent. There is little in this theory.  apeur teag 407 446 <5 
part feoairs and res } The published figures In the recent Geillup Poll, ass our custom, Oi ferende trom . 
Ae come tee OES | Jt prove that it beats the we asked two questiqns : actual Labour lead 2 648 
Na inate ereem i Beaverbrook Poll hands 1-4 use were, o Genery Election Sety 
s ae oe tomorrew how would you vote? 
snc ’ : down. 2.—If Liberal or ” Other”; How would rose Actual Gatiup Express 
set ret Uinta ee Nor has the Oeliup Pelt you vote if you had only Conservative or  e gz Az 
°% , e Ta e r bou ndriates * Conservative *. 
eel pars. Some og pe vote A any significant a The News Chronicle printed the resul's Labour “a7 «8 “8 
7* te? gree. It is true that last of the first question. At the same time we Liberal as ae a6 
“ week's figure shows that 8 published the party figures which emerged Other ... ie) ee 2) 
when supporters of the Liberals and “Other verage difference 
per cent. of the voters parties were reatiocated eccording t their in estimating 
would now vote Liberal answers to the second question party vote . os u“ 
whereas only 2.5 per cent. We did this only in constituencies not con- Labour lead ‘8 —25 ~<4 
actually voted that way at tested by Léberais jn 1951. The percentage Diflerente trom 
os ‘ the fast election. But at results were as follows +o oo Labour lead as (48 
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figures @ bolster up their 
courage. 

They had better beware 
of Lord Beaverbrook too 
His Poll has consistently 
exaggerated Tory 
strength. In fact in 1950 
it triumphantly put the 
Conservatives inte power. 
Let them find what com- 
fort they can in that. In 
1950 the Gallup Poll 
showed an average error 
of lesg than one per cent. 


The reallocation of. Literals reduces the 
Labour lead hx i Per cent only. | think 
even the Exgrees wouri agree that the 2 per 
cent. andaitied to the Liberals is mot * 
shoré contrast with the actual Liber 
Mwength of 2) per cent. at the 
Election.” 

Before today we have alweys thought that 
the Express did the best it could in u- 
possible circumstances. Now I'm not so sure. 
No statistician would etiach significance to 


from 
whieh is required 
aspires to be @ science. Ht is not 
knowledge. an accredited member 


enera 


the standards of our 
is significant, but I 


lor one regret it. 
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direction to that indicated by the Express. 


Not accredited 


The Express Poll has departed radically 
the practice of objective reporting 
of any enterprise which 
to my 
eny 
of the organisations which exist to tect 
protection. Perhaps this 


Exclusive to the 
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® NATIONALISATION AND ADVERTISERS 


is decided not on any broad 


| principle but on the particular 


wording of a statute which was 


| drafted before nationalisation 
| was dreamed of. 


In other parts of the Empire 
where the wording of the ae 


—continued 


for what the tin company did was 
to take space in several papers 
(The Times was net the only 
one though it had the doubtful 
honour of being selected by the 
Director of Public Prosecutions 
as a representative defendant) at 


% lent rule is only slightly different 
2) similar cases have been differ- 
‘a DID THE ently decided. The case of Mr. Cube 
2 WHITE QUEEN Case of brewery 
* SAY! In a case in 1923, for example, Lyle’s expenditure on the 
| which arose in New Zealand, Mr. Cube campaign against 
‘ (We have our Carroll where the equivalent words are the nationalisation of sugar 
~ fa in Ca lat 1) * exclusively incurred in the pro- was a deductible expense for 
Bs ns in ‘oo duction | of the assessable the purpose of income tax 
hs income,” expenses incurred by a assessment. 
% brewery company in financing an 
, | anti- prohibition campaign were 
held not to be deductible. the time of the general election 
ae The tax laws however have to publish an “Interim Statement 
5 not been the only legal trouble on Dividend Limitation” which 
encountered by Mr Cube. It contained such phrases as “The 
may be remembered that when coming general election will give 
the campaign first started us all the opportunity of saving 
| Herbert Morrison, then in office, the country from being reduced, 
| uttered vague threats that the through the policies of the 
company was liable to prosecu- Socialist government, to a bank- 
° eT tion under the Representation of rupt welfare state.” 
“Begin at the beginning... !” And every the People Act of 1949 for unlaw- Nevertheless it was held that 
British firm looking for a low-cost selling fully incurring election expenses. this did not oT the ae 
, ’ ‘ ; These threats caused some em- rupt practice” of uplawfully 
loophole into the rich Canadian market should barrassment to the Labour law incurring election costs, as no par- 
begin with the Business Newspapers Association. officers who are sg to have ticular candidate was being aided. 
had difficulty in following his It is not perhaps surprising to 
3 legal argument, but Tate and learn, however, that when 
- ° ° a Lyle were sufficiently alarmed to Kramat Pulai Ltd. (an associated 
3 a ? - cover up their rx ore the company of Tronoh-Malaya) 
re From the 105 business, trade and professional general election of 1 sought to deduct for income tax 
" P ooh. s The matter was aes placed the cost of printing and circulat- 
ie papers within the B.N.A., we will help yom beyond doubt until the general ing to shareholders and MPs and 
q isolate the small group which will match election of 1951 when the French publishing in The Times and the 
i ° : Malaya Tin Co. and The Times Financial Times a pamphlet con- 
™ almost exactly that segment of the great Canadian were prosecuted for allegedly in- taining supplemental remarks of 
o market you seek to interest. curring illegal election expenses the chairman of the company and 
os : ; —- in newspaper advertisements. other associated companies at 
ke You'll find cost economical, wastage negligible. This was a much stronger case their general meetings in Decem- 
2 than any which could have been ber, 1949, the Court of Appeal 
ae ° e e made out against Tate and Lyle would not allow it. 
4 Independent quantitative research proves four 
-. out of five Canadian retailers, business, profes- 
s sional and key industrial men receive one or 
¢ more B.N.A. papers as a matter of course! 
And 95% of these men read them carefully !* 
ag They'll read your sales message, too. 


Begin at the beginning! Become one of the 
growing list of British firms reaching Canada’s 
rich markets the right way—with B.N.A. 
publications. 


An airmail letter today will bring you detailed 
information within a week. 


*Research Bulletin 1954 
Ava on Request 


| A recent window display at the British Railways Travel Centre in 
me London featured North East England and Scotland. The display 
was designed by the public relations and publicity department of the 
North Eastern Region. The central figure of an owl linked the “Be 
B wise” exhortation to the display. The four oval photographs were 
USINESS EWSPAPERS SOCIATION in full colour as were the two central views of Loch Katrine and a 
OF CANADA yee ~y pee use Pog made of a —— ad 
. t iterature ers an or the keying motifs eature of the 
. sp smerets ST. W., TORONTO, CANADA -y «Fay ll. : vi 


owl was the eyes which were continually moving. This movement 
was obtained by a simple arrangement of solenoid and ; 
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* Is there Magic in a Million? * 


What The Reader’s Digest now offers 
advertisers is plain common sense 


IRCULATIONS can’t be properly assessed by 
size alone. A magazine edited strictly for reading 
will bring the advertiser other values—an_ intelligent 
readership, receptive to his message. 
Multiply that receptiveness by a million sale, which 
means several million readers, and you've an unusual 
combination. Here’s what it offers : 


1. To advertisers of everyday products — 
a medium that carries conviction 


Many a campaign for an everyday product never quite suc- 
ceeds in carrying conviction. In the normal struggle for hasty 
attention, it may be forced to shout its message, in big head- 
lines, brisk slogans. 

A good shout is a fine thing — it gets its effect. It often sends 
the customer in to buy. But it’s not really the way to tell a story 
convincingly —so that he, or she, will be proof against some- 
one else’s louder shout next day. 

In The Reader's Digest you can speak persuasively and con- 
vincingly to several million people who make time for reading 
because they /ike it. By reaching a receptive audience of this 
size and character, you underpin with conviction the rest of 
your mass campaign, and add incalculably to its effect. 


2. To advertisers of higher-priced goods and 
services — wide coverage in a medium that’s 
right for the job 


The Reader's Digest is a well-proven medium for selling any- 
thing that, to the family or individual, represents an important 
purchase. From a camera to a holiday cruise, these purchases 
are pondered, planned. The advertisements are carefully 
studied —and nowhere more carefully than in this magazine 
edited for reading. 


The Reader’s Digest 


THE ADVERTISEMENT DIRECTOR, | ALBEMARLE STREET, LONDON, W.1. TELEPHONE: GROSVENOR 4738 


With its million sale, The Reader's Digest gives wide cover- 
age of the “important purchase” market; deep penetration, 
too, since it is designed for thorough, leisurely reading by all 
the family. For many advertisers in this field, it is a campaign 
in itself. 


3. To all advertisers—an exceptional chance of 
readership among people apt to influence others 


When the articles and stories in a magazine are edited entirely 
for people who can and do read —and love it, as the sales 
show!— isn't it likely that, in this company, the advertise- 
ments, too, will have the best possible chance of being read? 

Not only that. Those who so much enjoy The Reader's 
Digest month after month are essentially people who like to 
keep up with the world. They're interested in everything — the 
latest in science, in medicine, in many other fields. They are 
receptive to ideas. 

And, as such, they are a little more alert than others. In 
trying and buying new things, they are likely to lead, while 
their friends follow. 


ADVERTISEMENT RATES — OCTOBER 1954 
£ £ 


Full page, black & white - 625 Half-page, 2-colour - ~- 365 
» »  2olour - - 650 Spread, black & white- 1,050 
» » colour - - 750 o 2«colour - - 1,080 

Half-page, black & white - 350 -" 4colour - - 1,250 


“BUY-LINES”—Alison Grey's sensationally successful editorial- 
style feature. Rate including art and blocks — £175 


Note that a 4-colour page costs only 20%, above basic black-and-white rate 
—and 2-colour (any 2nd colour you choose) only 4%, above. 10%, extra for 
bleed, on half or full pages. All rates are for a guaranteed 1,000,000 average 


NO TRICKS. No bathing beauties or 


strongly upward. Just good reading and 
that's obviously important for advertisers. 
Free on request: “ Readership Digest,” a 
brochure giving comparative cost-per- 
thousand figures for a number of magazines, 
based on latest readership surveys. 
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RADIO TIMES 


FOR CADBURY'S 


from one half-page advertisement 


1954, Messrs. Colman, Prentis & Varley Ltd., Incorporated 

Practitioners in Advertising, of 34, Grosvenor Street, 
London, W.1, placed a half-page advertisement on behalf of 
their clients Messrs. Cadbury Brothers Ltd., of Bournville, 
Birmingham. This half-page solus was placed next to the 
women’s feature and facing Tuesday television programmes. 
The price was £2,500 for the insertion. 


[: rue issue of the “Radio Times” dated 22nd January, 


The advertiser offered a cocoa mixing jug ( saucepan- 
cum-whisk-cum-jug ") at 5/6 which had to be sent with a 
coupon, cut from the advertisement. As stated above, this 
advertisement appeared in the “Radio Times” on the 
22nd of January. On the 28th of January the same advertise- 
ment was published in a medium A and on Sth February in 
a medium B, all spaces of approximately similar size. The 
total number of replies from the whole of this campaign 


proved to be 116,929; of these, 2,700 were letters without 
coupons and, therefore, could not be identified. There were 
also 5,000 orders that arrived too late to be executed, so that 
7,700 replies had to remain without classification. This left us 
with 109,229 replies for analysis; each medium carried its 
own key number. 
On count it was found that:— 
Radio Times produced 87,270 replies 
Medium A produced 12,456 replies 
Medium B produced 9,503 replies 87% 
109,229 100-0 % 
Mr. P. B. Redmayne’s comment gives us the comparable 
cost per reply. 
Unfortunately, we were not given day-to-day results, 
so that graphs could not be drawn, but the analysis of the 
“Radio Times” replies by counties should be of interest. 


99% 
114% 


CADBURY'S COUPON ANALYSIS 


PERCENTAGE OF PERCENTAGE OF 
TOTAL FROM TOTAL RADIO 
RADIO TIMES TIMES SALES 


PERCENTAGE OF PERCENTAGE OF 


COUNTY 


ENGLAND 


London and Home Counties 
Bedfordshire. ‘ 
Berkshire 
Buckinghamshire 
Cambridgeshire . 
Cheshire . 
Cornwall . 
Cumberland 
Derbyshire 
Devon 
Dorset 
Durham : 
Gloucestershire . 
Hampshire 
Herefordshire 
Huntingdonshire 
Lancashire 
Leicestershire 
Lincolnshire 
Monmouthshire. 
Norfolk 
Northamptonshire 
Northumberland 
Nottinghamshire 
Oxfordshire 
Rutland 
Shropshire 
Somersetshire 
Staffordshire 
Suffolk 
Sussex : 
Warwickshire 
Westmorland 
Wiltshire . 
Worcestershire . 
orkshire . 
Isle of Man ° 
Channel Islands. 


REPLIES FROM 
RADIO TIMES 


COUNTY 


Inverness-shire with Nairn 
Kirkcudbrightshire . 
Lanarkshire é 
Midlothian 

Moray 

Orkney , 
Peeblesshire 
Perthshire 
Renfrewshire 

Ross and Cromarty 
Roxburghshire . 
Selkirkshire 

Shetland 

Stirlingshire . 
Sutherlandshire . 
West Lothian 
Wigtownshire 
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WALES 


Anglesey . 
Brecknockshire . 
Caernarvonshire 
Cardiganshire . 
Carmarthenshire 
Denbighshire 

Flintshire . ‘ 
Glamorganshire. 
Merionethshire . 
Montgomeryshire 
Pembrokeshire . 
Radnorshire 
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Armagh . . 
Down P ° 
Fermanagh . 
Londonderry 
Tyrone . 


: 


SeceS 


SCOTLAND 


Aberdeenshire with Kincardineshire 
Angus : . - . . 
Argyll 

Ayrshire 

Banffshire . 

Berwickshire 

Bute , i 

Caithness . * 
Clackmannanshire. 
Dumbartonshire . 
Dumfriesshire . . 


omy Lothian. . 
with Kinross-shire 


THE RADIO TIMES 
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V6 ~ writes Mr. Redmayne of CADBURY'S 


All enquiries to: HEAD OF ADVERTISEMENT DEPARTMENT, 
B.B.C. Publications, 35 Marylebone High Street, London, W.1. 
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Christmas is the biggest selling season of the 


year, and Esquire is going all out to make this coming 
season bigger and better than ever by presenting 


pages of gift suggestions covering almost every type 


of merchandise. You cannot afford to neglect 

this two-fold opportunity to capture the gift-buying 
mood of the season—the December issue for the 
sensible shopper, the January number for the last 
minute waverer. Esquire will help you to sell more 
merchandise this Christmas because it will be the one 
medium that is gift-wrapped from cover to cover. 


THEYRE BOUND TO SEE IT IN 


Laquite 


Advertisement Director: 
Col. Archie Campbell, 
39, Upper Brook Street, 
London, W.1 
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Advertising Case History—60 


Reduced wastage through 
bold internal publicity 


Because the cost of spoiled nylon stockings was assuming such 
serious proportions the Klinger Manufacturing Co., Ltd., decided 


to launch a big educational drive among the employees. The 


results have proved to be excellent and 
ontiaued. 


c 


rPHE handling of nylons by 
operatives at the Klinger 
factories at London and Mar- 
gate is a delicate business— 
several professional mvanicur- 
ists are employed full time to 
keep employees’ hands smooth, 
and, as near as possible, free 
from the slight blemishes that 
can easily cause “snags” and 


“catches” in nylons during 
production, — 
Despite their attentions, the 


costs in wastage through snags 
and catches, in a factory that em- 
ploys several thousands, was 
reaching disturbing proportions. 


Advertising experts called 


To counteract this menace to 
economic production, the Klinger 
Manufacturing Co., Ltd., called 
in their advertising consultants to 
plan a bold internal publicity 
campaign. 

The first step in the campaign 
was to stop the whole plant for 
three minutes while all operatives 
were addressed over the works’ 
intercom by the managing direc- 


One of the poster 
designs that was 
used in the Klinger 
works publicity 
campaign to cut 


down spoilage of 
nylon stockings. 
All _ the other 


posters were based 
upon the same 
theme varying only 
in the humorous 
interpretation of 
“His job is in his 
own hands.” The 
agency handling the 
campaign is 
Murray - Watson 
Lid. 


the campaign is to be 


tor, T. A. Gilbert. During this 
time a leaflet entitled “Your work 
is in your own hands” was dis- 
tributed. A point of interest was 
that the operatives were given 
time to read the leaflet and then 
requested by Mr. Gilbert either 
to keep it or hand it back, but not 
to throw it away and cause exces: 
sive litter. 


Series of posters 


Then followed the posting of a 
series of posters in various depart- 
ments based on the theme: “His 
job is in his own hands—your job 
is in your own hands.” 

In so large a concern operating 
more than one factory, only,a few 
executives and works personnel 
ever visit more than one depart- 
ment, so that it was decided to 
have the artist originals them- 
selves posted. These were 
mounted on special frames and 
moved around weekly through 
the various sections and depart- 
ments. At each move a miniature 
photoprint was left, so that after 
a time each section will have a 


@ Continued on page 626 
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COMMEMORATING 100 YEARS’ SERVICE 


TO THE BUILDING INDUSTRY 
CPW! 
A Centenary Number of supreme interest 
to Architects, Surveyors and Builders 


When The ARCHITECT & BUILDING News was first published the Crimean 
War was in its early days, Mr. Gladstone was Chancellor of the Exchequer, 


and Sir Joseph Paxton had finished re-erecting his famous Exhibition 


Hall, the Crystal Palace, at Sydenham. 
On October 21, The ARCHITECT & BUILDING News is celebrating its 


100 years’ of service with a special Centenary Number of exceptional 
interest to everyone in any way connected with the industry. It will 
review the major technical developments during the last century, 
examine changes in building costs, by-laws, the professional 
status of architects, and survey the design of schools, 
churches, houses, factories, etc. Profusely illustrated 
with unique photographs and drawings, it will 


be an historic issue. Book your space NOW. 
Covering a century of progress ae 
in design and construction a * 
7 + 


\ OCTOBER =m 
21 


CLOSING DATES 
Colour pages, Sept. 24 
Black pages, Oct. 7 


DORSET HOUSE STAMFORD STREET - LONDON, S.E.!| - WATERLOO 3333 (60 LINES) 
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the Top of the market rea 


London Office: $9 Fleet St., B.C.4 
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TRAPINEX 


FOR TRANSFERS 


Service 
and quality 


Write or phone: TRAPINEX LTD 


176-188 ACRE LANE, BRIXTON, S.W.2 
BRIXTON 2057-8 


In Ireland 


THE IRISH TIMES 


—the Top of the Mornings 


The window displays were desi 
Partners and constructe: 


d by Sir William Crawford & 


by B. & S. Displays Ltd. 


Winged feet holiday girl 


aids travel promotion 


ONE of the most potent 
salesmen for holidays 
abroad next year has been 
the British weather this year, 
but that does not mean that 
the travel undertakings are 
likely to take life easier. Nor 
that they regard the 1954 
season over and done with. 
Notable among the travel dis- 
plays in London now are the 
KLM windows at the Royal 
Dutch Airlines’ new office in the 
Time and Life Building. 
Evolved in part from at 
advertisements created by W. S. 
Crawford Lid. they show the 
winged-feet “Holiday Girl” in 
her bathing robe, with her wind- 
swept coiffure and sun glasses, 
holding a multi-coloured ball in 
her hands, while a benevolent sun 
sends down its rays—rays which 
repeat the stripes-and-ball motif 
which appears in many variations 
throughout KLM advertising and 


Appeal to the music-lover. 


display material. Other windows 
feature the ease of travel by air 
to the music festivals of Europe 
and elsewhere overseas. 


e CAMPAIGN AGAINST WASTE —Continued 


series of miniatures and a fresh 
major poster. 

It was unanimously agreed by 
the company and their advertising 
agents that a humorous treatment 
of the theme, “Your job is in 
your own hands,” would be the 
most attractive and effective way 
of maintaining the interest and 
all-important goodwill of the 
operatives. Early results of the 
campaign are most promising, 
and further ideas are on the 
agenda. 


Result of campaign 


The main result so far is that 
the campaign has influenced the 
operatives to take considerably 
more care and pay much more 
attention to detail, thus the stan- 
dard of quality has inevitably im- 
proved and reduced uneconomic 
“substandards” to a virtual mini- 
mum. 

The advertising consultants to 
the Klinger Manufacturing Co., 
Lid., are Murray-Watson tea 


hs joke isin es oun hand s- 


oie, 48 181M YOUR OWN HANDS 


Eas 


Le 


A humorous approach to a works 
problem was proved effective. 
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The XXIXth International Cycle and Motor Cycle Show, London 
SPECIAL SHOW NUMBERS 


November 11 November 18 
Press Date, November 3 Press Date, November 10 


Published by 


TEMPLE PRESS LIMITED, BOWLING GREEN LANE, LONDON, E.C.1. 
TERMINUS 3636 
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Thar’s 
uranium 
in them 


If the centurion had been carry- 
ing a geiger counter it would 
have clicked vigorously as he 
approached the  radio-active 
waters of Aqua Sulis (known 
to-day as Bath). 
These curative waters still attract 
steady streams of visitors—in 
addition to the tourists who flock 
to view the Roman antiquities— 
so that trade in Bath is always 
brisk. Another reason why Bath 
is such a good area for a test 
campaign is that its population is 
a truly representative cross sec- 
tion of the British market as a 
whole—and it costs only 10s. per 
&C.i, to secure positive “blanket” 
coverage of the whole city—and 
the surrounding coufity areas of 
Somerset and Wiltshire—through 
the Bath Chronicle—1} copies of 
which are sold nightly for every 
house in the city. 

You're selling to Britain 
in miniature if you're 
selling to Bath 


through the 


| Bath 


\\ rowit \e 
har yen 


SS 

\ — 

The ONLY evening paper printed 

in Somerset, Get full details from 

S. H. Roberts, 134 Fleet Street, London, 

E.CA; Arnold Ellis, Cromford House. 

Market Street, Manchester, 4, or Head 
Office, 33 Westgate: Street, Bath. 

GLOVERS 20348 


R. FOSTER & C@ 


(SCREENPRINT) LTD. 


TO ALL PARTICULAR 


ADVERTISING & INDUSTRY 
a a 
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Hard selling calls for 


| 
‘showmanship in the store 


This article on store display has been based upon an address to the 
Publicity Club of Norwich and Norfolk by F. NEVILLE GARLAND, 
managing director of Curl Bros. Ltd., and the proprietor of the fashion 

shop of Garlands Ltd. 


MODERN department 
store handles a very wide 
range of goods—as many as 
100,000 different items at 
times. The use of showman- 
ship techniques in the business 
of selling is absolutely 
essential. 


A department store is like a 
street of specialised shops, each 
shop leading logically one from 
the other. The amount of goods 
held at the store is in itself a 
most powerful attraction. The 
range of prices dictates a differ- 
ence between the various forms 
of selling. 


Range of activities 


It is important to appreciate 
that there is a very wide range 
of store activities which can be 
divorced from the actual job of 
sales promotion as known to the 
advertising man. There is, for 
example, the question of the 
genera] atmosphere of the store 
—the way it is equipped, the way 
it is lighted, the way goods are 
displayed and so forth. Another 
is the assistant and his or her 
general reaction to the customer. 
Sales staff have to be the best 
you can get forming as they 
do the real point of contact 
between goods and customer. 

Display problems are many 
and varied. Merchandise has to 
be stocked in manageable grou 
so that customers can go strai ent 
to the type of goods they want 
and then choose from a selection 
of those goods. General layout 
must, in fact, be as near perfect 
as financial support will allow. 

Sales promotion efforts must 
not be haphazard and to judge 
their success one must find some 
relationship between the adver- 
tising costs and the result. Lord 
Leverhulme once said that 
probably one-half of the adver- 
using appropriation was often 
wasted but that the trouble was 
that nobody knew which half. 


Allocation of authority 


Various forms of advertising 
come under the heading of sales 
promotion including window dis- 
play and ‘ndoor display. It 
follows that whoever is respon- 
sible for sales promotion must 
not only have authority for the 
media of sales promotion but 
also authority over a very wide 
range of the store's activities. If 
he 1s the general manager every- 
thing is plain sailing but in 
larger stores these activities have 

divided between the sales 


promotion manager, the adver- 
tising manager, and probably 
others of executive rank. Under 
such circumstances of divided 
responsibility close co-operation 
is essential. 


Scope of budget 
Of great importance is the 
sales promotion budget. This 
must include expenditure on ad- 
vertising in all its varied forms 
and it must also include all items 
of expense—such as losses on 
service departments. One must 
add all the losses on the service 
departments to the budget to 
show what the total promotional 
effort is costing. The drawing 
up of a detailed budget demands 
a plan and for this reason alone 
a sales promotion plan _ is 
absolutely essential. At this 
stage it might be helpful to con- 

sider a typical such plan. 


Supposing a store has taken a 
little trouble before the seasonal 
trade begins to find out just what 
the customers want. To evolve 
any clear selling policy the next 
thing is to draw up a detailed 
seasonal selling plan. 


Experience the guide 
The various factors which are 
going to influence sales during 
the coming season have all to be 
considered. You may sell more . 
or less and you may have special 
events but you must study the 
success or otherwise of previous 


special events. Consider the 
actual premises and materials 
involv Also consider with 


great care the relative merits of 
press advertising, magazine ad- 
vertising, window displays, etc. 
Which type of advertising pays 
best? An answer will be found 
in past records. 


Remember that it is not 
possible to give equal promotion 
to each department. Study the 
pent periods and take the major 
ines that are selling at that one 
time and then hit them hard. 


When the budget has been 
drawn up and the methods of 
advertising decided, advance 


arrangements for selling must be 
made. 


Which goods are more suitable 
for display, for mannequin 

rades and for the bread-and- 
utter stock? Staff must be 
briefed with all the selling points 
of the goods and arrangements 
made for customer's deliveries. 
In a sales drive, as you see, in 
a modern store every depart- 
ment is deeply involved. 
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. S 2 a few of the 
® world famous 
Rotair users 


Addis Ltd. 
British Thomson-Houston Co. Ltd. 
Cadbury Bros. Ltd. 
Codbury-Fry (Pty.) Led. 
C.W.S. Led. 
Crompton Parkinson Ltd. 
London Express Newspaper Ltd. 
Gillette Industries Led. 
4. Goddard & Sons Led. 
Thomas Hedley & Co. Ltd. 
Hoover Ltd. 
Hovis Ltd. 
ind Coope & Alisopp Led. 
International Horse Show 
Kellogg Co. of G. B. Ltd. 
J. Lyons & Co. Ltd. 


ce 


revolutionary development 
of the ‘ abstract ’ mobile. 
Like the original 

mobile it possesses the 

free power and fascination 

of perpetual motion. 

Unlike the ‘ abstract ' mobile, 
however, the Rotair makes 
practical use of free 
movement and original design 
to animate a sales message. 
The Hovis Rotair 


William Macdonald & Sons Led. 
Nestle Alimentana A.G. 
Reckitt & Colman Ltd. 

Jas. Robertson & Sons P.M. Ltd. 
Ronson Products Ltd. 

Royal Apollinaris Co. 
Schweppes Ltd. 


illustrates the strong visual the balanced bread Shell Petroleum Co. Lid. 
impact of “* Rotair design.”’ 

Perpetually powered by , Smiths Motor Accessories Led. 
air currents, it becomes a Spillers Led. 

brilliant point-of-purchase 

animated display—at Spratt’s Patent Ltd. 
showcard cost ! Time-Lif 

The Hovis Rotair is one of ong 

more than a million Rotairs Trans-Canada Airlines 

that are now selling every Whi 

type of product in 7 rae Spey 

30 different countries. Messrs. W. D. & H. O. Wills 


Let us show you how we can translate 

your message into our medium. 

For further particulars and samples, please contact 

THE SALES DEPARTMENT 

THE MILES GRIFFIN COMPANY LIMITED 
4 SEATON PLACE . HAMPSTEAD ROAD . LONDON N.W.! 
TELEPHONE : EUSTON 3941/2 CABLES: ROTAIR LONDON 
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From now on— 
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PUBLISHED BY THE NATIONAL MAGAZINE COMPANY LIMITED. 


PUBLISHERS OF GOOD HOUSEKEEPING - HARPER'S BAZAAR - VANITY FAIR - THE CONNOISSEUR 
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\...and they’ ll be ready to read 


\ your advertisement in 


House beautiful 


Olive Bird, Advertisement Manager, House Beautiful, 28/30 Grosvenor Gardens, London, S.W.1. Tel: SLO 459/ 
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‘Advertiser’s Weekly’ Special 


Investigation Team survey— 


The Agricultural Market 


ADVERTISER'S WEEKLY 


An expanding and prosperous field 


with a high general readership 


The national importance and distribution of the agricultural market has grown 
immensely during recent years. This article surveys its economic power and 
indicates the scope of advertising media. 


AtMosr a year ago it was 
the opinion of most 
farmers that the harvest had 
been better than once seemed 
possible. Storms had beaten 
down crops, a poor early 
summer had affected growth, 


and hay-making in many 
areas had been a_ lengthy 
process. 


During August, however, the 
weather improved, and was good 
enough for the Economic Survey 
to be able to state that 1953 was 
a year of high agricultural output, 
and to substantiate the statement 
by the figures given in the accom- 
panying table. 


Result of census 


However, the provisional agri- 
cultural returns i England and 
Wales recently published—the re- 
sults of the June census—show a 
decrease of 378,000 acres in the 
total area of tillage (crops and 
bare fallow) compared with last 
year. As the area of bare fallow 
increased by 51,000 acres, the de- 
crease in crops is 429,000 acres ; 
wheat acreage is increased by 
224,000 acres but other cereal 
crops show appreciable declines. 
About half the decrease in the 
tillage area is accounted for by a 
corresponding increase in tempor- 
ary grass and the other half by an 
increase in the area of permanent 
grass. 

During 1953 cereals, 
other commodities, were de- 
controlled, and the ending of 
rationing and control of feeding 
stuffs, which was greatly helped 
by the increased supplies both 
abroad and at home, togethe> 
with falling prices, may well have 
convinced many farmers that they 
will be able to buy the cereals 
they require far cheaper than they 
can grow them. Moreover, the 
rising cost of production on their 
own farms is an important factor 
which, under the new conditions, 
outweighs the former benefits of 


being able to satisfy requirements 
from their own resources, al- 
though it was not always an 
economic proposition. 


Production of farms 


The decline in acreage, pro- 
vided the grass crops are turned 
into meat and milk, does not 
necessarily mean a decline in the 
total production of farms. It is, 
perhaps, more than a coincidence 
that the returns show an increase 
in the total cattle population of 
200,000 and in the sheep popula- 
tion of 400,000. However, the 
increase of 18,000 in the number 
of cows kept for milk production 
comes at a time when the liquid 
milk market appears for the time 
being to be saturated, and an ex- 
tensive advertising campaign has 
been launched to encourage 
people to drink more milk. 

So far, it is reported, advertis- 
ing has had little effect, and in 


the United States, where a similar 
situation obtains, consumption 
has fallen despite vigorous adver- 
tising. Reference is made later 
in the review to farm costs, and 
one is tempted to wonder if 
sufficient attention is being paid 
to producing at lower costs in 
order to stimulate increased sales. 

The government's policy in the 
price review was to discourage 
an increase in milk output, partly 
by a small price reduction (which 
should be offset by the reduced 
cost of feeding stuffs) and also by 
giving a guaranteed price only for 
the amount of milk produced in 
1953-1954. 


Average price down 


Milk in excess of this volume 
will fetch the manufactured price 
only, which will bring down the 
average price paid to all pro- 
ducers. 

The increase in the index of net 


Agricultural Production in the United Kingdom 


Acreage ( tons) :— 
Bread grains... 


Production (000 tons) »— 


tion :— 
Milk (million gallons)... 

* (000 tons) - ‘ 
Beuf and veal (000 tons) .. 
Mutton and lamb (‘000 tons) 
Pigmeat* (‘000 tons) sek 


Net agricultural output (1936-39 = 100). — 
ae holdingst ie we 
otal 


* Includes production of 
pig clubs and other small producers. 


| 


1947-48 | 1951-52 | 1952-53 1953-54} 
2,198 2.185 | 2,086 2,285 
5,866 5,001 6,001 5,870 
1,330 1,050 990 985 

95 4 40% 415 

12,880 12,118 12,261 12,304 
1,689 2,363 2,357 2,780 
4,514 5,359 5,936 6,187 
7,766 8,284 7,848 8,260 
2,960 4,534 4.2% 5,209 
1,704 2,014 2,053 2,149 

338 464 474 504 
478 617; $83 606 
112 147 172 187 
126 464 574 596 
122 48 CO 1st 156 
127 149 152 156 


. Pigmeat and other output from gardens, allotments, 


t Holdings of one acre and above (or over } acre in Northern Ireland). Excludes output 
etc. 


from gardens, allotments, pig clubs, 
t Provisional. 


Source Economic Survey, 1954. 
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Fruit Trades’ Journal picture 


HE pattern of trading in 
the agricultural industry 
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prices, the year has seen con- 
siderable progress in the 
carrying out of the Govern- 
ment’s policy of ending state 
trading as quickly as circum- 
stances permit. Trade in 
cereals, feeding stuffs, eggs, 
fats and meat are now 


private hands again. 


agricultural production from 152 
in 1952-1953 (June to June) to 
156 im 1953-1954 arose mainly 
from increases in milk, 
cereals and vegetables. 
it was hoped that net output 
would have risen by 60 per cent 
over pre-war by 1955-1956, but 
fears are now expressed that 
this level will not be achieved. 
The main directions in which 
expansion was looked for were 
in beef production and in the 
growing of feeding stuffs, which 
are expanding more slowly than 
expected, with, at the moment, 
little prospect of a quicker im- 
provement in either direction. 


State of crops 


This year the weather has been 
worse than last and the crops in 
most areas have been badly 
knocked about—-where they have 
ripened—-by the storm damage. 
Inevitably, the corn harvest will 
be late, difficult and expensive 
and, despite the advantages con- 
ferred by the use of machinery 
the impractibility of using heav 
cotinbines on soaked ground will 
present a problem. 

Notwithstanding the fears that 
the 60 per cent increase in output 
over pre-war may not be achieved 
by 1955-56, the general raising 
in production during the past 10 
years is a remarkable achieve- 
ment. The improvement seems 


@ Continued on page 64 
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to be due to three main causes. 
First, since 1939, farming has 
been profitable and the better the 
farming, the greater the profit. 
The use of agricultural machinery 
has increased tremendously since 
1939, An accompanying table 
shows machinery in use in the 
mopth of January and the con- 
tinued expansion since 1950. 


Greatest tractor density 


The estimated number of trac- 
tors (excluding small market 
garden types) in the United King- 
dom in 1925 was about 21,000, 
in 1939 about 55,000 and in 1952 
342,070. 

According to the Economic 
Commission for Europe, Britain 
has the greatest tractor density in 
the world—one tractor per 57 
acres of arable land. In 1939 
there were only 150 combined 
harvester threshers in use whereas 
in 1952 17,275 were used. By 
this year the total had increased 
by some 4,000 more. There has 
been a large expansion in the use 
of grain dryers, seed and fer- 
tiliser drills, fertiliser distributors, 
pick-up balers, milking machines 
and crop sprayers. 


Yields have increased 


The second reason for the im- 
provement has been the guaran- 
teed market together with guaran- 
teed prices. Additionally, yields 
have been increased by the use 
of new high yielding varieties of 
wheat, barley, and ¢ oats and the 
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beginning of the last war. 
density in the world. 


Farm Mechanization picture. 
The use of agricultural machinery has greatly increased since the 


Britain, in fact, has the greatest tractor 
It is reckoned that there is one tractor per 


57 acres of arable land. 


introduction of chemical ferti- 
lisers and weed killers. Finally, 
there has been a readiness on the 
part of the farmers to adopt the 
new facilities made available and 
a readiness to experiment. 

The financial results of the 
present year should make inter- 
esting reading. The White Paper 
on the Annual Review and 
Determination of Guarantees 
1954 stated that while farmers 
will continue to be protected 
against sharp price fluctuations, 
the Government's aim is to limit 
the dependence of the industry 
on Exchequer aid: 


es. information concerning AGRICULTURAL MATTERS 


“The present cost to the 
taxpayer of the support given 
to British agriculture is very 


aati 
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high—of the order of £200 
million. ... The primary objec- 
tive must therefore now be to 
secure a more rapid improve- 
ment in economic efficiency by 
raising quality, catering for 
consumer choice, and reducing 
unit costs of production.” 


Guaranteed price changes 


With this end in view, changes 
have been made in guaranteed 
prices which, it is estimated, will 
reduce the Exchequer liability— 
and farmers’ incomes—by £33 
million in a full year and 
£23 million in the financial year 
1954-55. Against this can be set 
a net reduction in costs, esti- 
mated by the farmers at £6} 
million. Increases in labour 
costs, rent and transport charges 
have been offset by decreases in 
machinery expenses, feeding 
stuffs, fertilisers and other sundry 
items. For the first time since 
the annual reviews started the 


@ Continued on page 635 


Agricultural Machinery in Use—England and Wales — 


1954 1952 1950 
| 

Agricultural tractors . , 390 283,000 258,860 
Combined seed and fertiliser ‘drills. } 33,430 28,620 23,880 
Fertiliser distributors ... ‘ 102,450 96,1 88.450 
Combined harvester threshers | 21,120 16,470 10,050 
Pick-up balers 19,990 11,430 5,020 
Tractor-mounted loaders (fork type) 12,130 7,000 1,060 
Milking machines 90,740 80,750 9,170 
Ground crop sprayers (wheeled and tractor 

mounted) 18,260 9,330 4,190 

—- — 


in the areas covered by the Northcliffe Group of Evening and 
Weekly newspapers is contained in the 


Scanning the Frovinces’ 


FARMING and AGRICULTURAL information is given in “ Scanning the Provinces” 


READY : 
SHORTLY ! 


Einguiries regarding 
4 limited number of 
FREE copies 
should be made to 
R, H. PENNEY 
Advertisement Director, 


benceeanesteenerasuserasenan 


a 


* QUEEN VICTORIA STREET 


on a County basis, under 


as Wheat, Baril 
Cows, Heifers, 


ation it 


1954 edition of 


under the following headings :— 


@ EMPLOYMENT OF AGRICULTURAL WORKERS ander various age groups. 
OF HOLDINGS by size. 


@ TOTAL 


@ DISTRIBUTION 


@ TOTAL ACREAGE UNDER CULTIVATION of various crops such 

, Oats, Potatoes, Orchards, ete. 
igs, Sheep, Horses, Poultry, ete. 
“SCANNING THE PROVINCES” is a book concerning 70 important Towns and 
Districts — with vital factual statistics of all kinds. 


Livestock including Bulls, 


sides the above inform- 


ls with some 100 individual classifications and enumerates thousands of 
references. It is an essential reference book for all contemplating or engaged in 
planning Provincial Advertising Campaigns. 


NORTHCLIFFE NEWSPAPERS GROUP L? 


EVENING NEWSPAPERS ; Hull Daily Mail: Evening Sentinel, Stoke-on-Trent 


South Wales Evening Post, Swansea 
The C sitizen, Gloucester 


WEEKLY NEWSPAPERS: Yorkshire & Lincolnshire Times, //ui/ 
on-Trent * Grimsby Saturday Telegraph 
Chronicle. 


Evening Telegraph - 


ham 


LONDON - E- 


Bristol Evening World 


Herald of Wales, Swansea + G 


C4 


Leicester Evening Mail 
Gloucestershire Echo, Cheltenbam + Lincolnshire Echo. 


Staffordshire Weekly Sentinel, Stohe- 


TELEPHONE: 


Derby Evening Telegra 
Grimsby 


loucester Journal * Chelten- 


CEN - 6000 
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The Agricultural Market 


net trend in costs appears to be 
downwards. 


State trading ends 


In addition to the reduction in 
guaranteed prices, the year has 
seen considerable progress in the 
carrying out of the Government's 
policy of ending state trading in 
the basic foods as quickly as 
circumstances permit. Trade in 
cereals, feeding stuffs, eggs, fats, 
and meat are in private hands ; 
the marketing wers of the 
Milk Marketing Board have been 
returned to them and discussions 
are taking place for a new scheme 
for the handling of potatoes to 
come into effect for the 1955 
harvest. 

In the new climate of a freer 
economy, with more flexible 
arrangements for the marketing 
of agricultural produce, farmers’ 
receipts will depend on sales in 


These three dia- 
grams enable a 


This potato harvesting scene illustrates the complexity of some ty 

of British farm machinery. As to combined harvester threshers, it 

been estimated that some 21,000 are now being used. There has also 

been an expansion in recent years of the use of grain dryers, and seed 
and fertiliser drills. 


Farm Mechanization picture. 


a competitive market, supple- 
mented where necessary by 
Government guarantees. The 
effect of the changes in prices 
announced in March this year on 
the net income of agriculture can- 
not be forecast precisely but esti- 
mates suggest that it will be 
slightly lower than in the year 
1953-1954 (June to June). The 
changes appear to have been 
designed, by reducing Exghequer 
aid, to promote reduction in costs 
of units of output. 


Revised farm income 


The forecast of total farm net 
income for 1952-53 was £311 
million; this has now been 
revised in the light of actual 
figures to £3224 million. For 
1953-54, the forecast is £321 mil- 
lion. The tables given show 
aggregate net farming income in 
@ Continued on page 636 


comparison to be 
made between the 
production costs, 


agricultural wages 
and farmers’ net 
incomes in the 
United Kingdom, 
the United States, 
and Australia. In 


this country, in- 
creases in labour 
costs, rent and 


transport charges 
have been offset by 
decreases in a 
machinery a 
expenses, feeding 


stuffs, 
and other sundry 
items. 
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An influential PART OF THE FAMOUS 4 
try a A (THE SUSSEX GROUP) 
which completely 
blankets the @ SOUTHERN WEEKLY NEWS 
growing areas @ BRIGHTON & HOVE GAZETTE 
of Sussex @ CRAWLEY WEEKLY NEWS 
LATEST FIGURES 25,117 
London Office : Head Office : 
107 FLEET STREET yt ny hat ARGUS HOUSE 
LONDON «E.C.4 of Circulations BRIGHTON 
Telephone CEN 2412-3 Telephone Brighton 27161 


Here in the H.C.N. Country, between the Oxford Road 
richness of 


the Great North Road, is the 
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EAST ANGLIA 


If your appeal is to farmers 
in this 
important area you must use 


EAST ANGLIAN 
DAILY TIMES 


A DOUBLE PACE FEATURE IS DEVOTED 
TO AGRICULTURE EVERY SATURDAY. 
SEND FOR SPECIMEN COPY 


Carr Street 
IPSWICH 


107 Fleet Street 
LONDON, E.C.4 


Branches: Chelmsford - Colchester - Bury St. Edmunds 
Felixstowe - Harwich - Lowestoft - Stowmarket - Sudbury 


More Money in Farming 


** The prices realised were the best ever experienced at 
this sale and the average of £10 16s. 2d. per head was 
26s. more than last year.’’ 


Sale of breeding ewes at Penrith Mart as reported on 11th Sep- 
tember, 1954, in the 


Cumberland and 
Westmorland Herald 


In same issue sales were advertised of 


160,000 Sheep and Lambs 


(apart from sales with unspecified numbers). 


Printed at Penrith, an agricultural marketing town of 
only 10,000 population. 


THE HERALD 


has a Net Sale of 18,314 copies (A.B.C.) in one of the 
finest farming areas of the British Isles. 


Approximately one copy in every seven is Sold on Postal Subscription, 
chiefly to isolated Farm Houses. 


14-15, KING STREET, 
PENRITH. 
Telephone : Penrith 2079. 


D. L. CLACKSON, 
80, FLEET ST., E.C.4. 
Telephone : Central 2626 
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The Agricultural Market 


Table showing details of the official forecast of net 


income for 1953-54 
Farm Expenses £ Million Sales £ Million 
| = 

Labour wo ae | Milk and milk products | 336 
Rent and interest... 73 | BneReR ose este | ii 
Machinery expenses os 1 | Eggs and poultry 147 
Feeding stuffs ous | Farm crops 
iene 75 | Horticultural Products... 
Other expenses % 1664 995 Other sales.. 27) «1,221 
Net income... . bie 321 | Subsidies, euntey cxatigts 


the United Kingdom during the 
past few years and details of the 
forecast for net income in 
1953-54. The table immediately 
below shows aggregate farming 
net income in this country for 
years beginning June | 


£ million 

a. eee 
1946-47 . 1824 
1947-48 2154 
1948-49 2834 
1949-50 . 3004 
1950-51 ... 2594 
1951-52... 321 
1952-53 3244 
1953-54 ... 321 
(forecast) 


From the table at the head of 
the page it is interesting to note 
the amount of £2774 million paid 
for labour. Employment in agri- 
culture in this country in Decem- 
ber, 1953, totalled about 780,000 
as compared with 794,000 in 
December, 1952. Of these totals, 
male workers numbered about 
—— in 1953 and 670,000 in 

No review of this increasingly 
important market would be com- 
plete without reference to the part 
that advertising can play as an 
essential factor of any marketing 
plan for the agricultural and rural 
regions. 

The results of the IIPA 
National Readership Survey, 
issued this year, illustrate the fact 
that readership of the press is, in 
general, almost as high in ‘the 
rural as in the urban areas. An 
accompanying table shows the 
relative readership of different 
types of publication by adults 
aged 16 years and over in the 
rural and urban districts. 

Readership of the local week- 
lies is not included, but reference 
to readership surveys of recent 
years, indicating that per capita 
readership of the weeklies is 
higher in the rural areas will con- 


firm the great importance of this 
class of publication among rural 
men and women. It is a very 
powerful medium. 

The poster as a medium is 
closely related to the importance 
of market towns for the buying of 
consumer goods and of agricul- 
tural shows for the buying of 


products particularly directed 
to the specialised agricultural 
market. 


Because of the national import- 
ance and distribution of the agri- 
cultural market, it is misleading 
to consider the coverage of the 
cinema medium on other than a 
nation-wide basis. The Board of 
Trade Journal, however, provides 
some enlightening information. 
Cinema admissions in the period 
December to March last in other 
than industrial areas totalled 
75,666,000. Admissions in Great 
Britain as a whole, with 
4,504 cinemas reporting, was 
325,664,000. In three regions in 
which the agricultural industry 
takes first place in importance— 
the eastern, the south-western and 
the southern regions—total admis- 
sions in this period amounted to 


40,965,000, with 672 cinemas 
reporting. 
Importance of journals 


In this expanding and prosper- 
ous market the trade journals 
have an important part to play 
as a medium for specialist pro- 
ducts. The daily, weekly and 
Sunday press, with some of the 
principal periodicals, are very 
powerful in advertising articles of 
general consumer interest to the 
rural population. The addition of 
cinema and outdoor advertising 
can provide almost complete 
coverage of a market which, be- 
cause of its enormous buying 
power, must be a weighty factor 
in most marketing plans. 


Readership in Rural and Urban Districts 


Class of Publication 


Morning newspapers (nationals and selected protadete... | 87 85 

Sunday newspapers (nationals and selected Penny -. 92 { 4 

75 evening newspapers Gpteding sonmeandl 46 ! 35 

Selected genera! periodicals 73 | 68 

Selected women's magazines . / 41 | M3 
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ARE YOU 
REACHING 
YOUR OBJECTIVE ? 


It may be that you're not. As a good 
executive you will be asking ‘* Why?’ 
To those who are thinking of the best 
way to reach poultry-owners, we suggest 
Modern Poultry Keeping and The Small 
Farmer —the weekly journal which 
reaches the ‘‘ buying '’’ people of the 
poultry industry. 


MODERN 
Poultry Keeping 


and The Small Farmer 


WIGTON HOUSE, ST. JOHN ST., E.C.!. CLERKENWELL 1/6! 


SELL WITH DECALOREX! 
THE TROUBLE FREE SALES-AIDS 


DECALOREX REAL PAINT ADVERTISING TRANS- 
FERS and the new DECALOREX DOUBLE-LIFE SELF- 
ADHESIVE STICKERS have the longest useful life for 
the lowest production and fixing cost of any material 
in use to-day, and their brilliance and density of colour 
compel lasting attention. 


Write or telephone for samples to-day—our Service 
Department will be pleased to advise and assist you. 
Portfolios of Samples are also available for Advertising 
Agents and their Clients. 


Other Decalorex Services (which are available singly or 
collectively), include a first-class Screenprinting Division for 
all types of advertising and display work, and a reliable Fixing 


Service throughout all highly populated areas in the United 
Kingdom. 


DECALOREX 


Point of Sale Advertising Limited, 
98, Wimpole Street, London, W.|. 


Telephone : Museum 2366 Telegrams : Decalorex, Wesdo, London 
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Fur i n Pi 
World 


* te ~ 
TS! WEEKLY /OURNAL OF TE FURNITURE @ FOEMIGHING TRaner 


A aa wo ome oe | roe tas rot poets 
Au ; Frederic h libbenham Limited 


Page -size to be 
ENLARGED 


from January 1955 


To cater for the increasing demand for bigger 
and better advertising spaces, Furnishing World 
is to increase its page-size to 11" x 84" commenc- 
ing with the first issue in January next. The 
new type-area will be 10° x 7", The regular 
Art Supplement will also be enlarged to this size 
to provide an unparalleled facility for full-colour 
advertisements on first-class printing stock. 
Space rates will not be increased until Ist January 
next and reservations for 1955 may now be 
made at the present rates, with the usual 
discounts for series insertions. 


No increase in space rates on 
orders for 1955 placed NOW 


BOOK YOUR 1955 series NOW! 
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Packaging Survey 


New car plug container a 


aids effective display 


Dv to shortage of tin 
during the war and its 
high cost ever since, the Lodge 
plugs tin box packing, univer- 
sal before the war, has not 
been reintroduced. 

Instead, Lodge plugs have been 
packed for some time now in a 
conventional type cardboard con- 
tainer, both inner and outer. 
This suited the trade personnel 
well as it was similar to most 
other packs and went with their 
often home-made shelves and 
binning. 


Considerable changes 


Nowadays, however, the pic- 
ture in most garages and factors 
has changed considerably ; effi- 
ciency, speed of service, and 
simplicity of stock checks are the 
keynotes, With this in mind, 18 
months ago Lodge Plugs Ltd. 
began research into the type of 
pack that would help the trade in 
those three aims and yet at the 
same time have good impact 
value for window display. uch 
experimental work was done and 
one large carton manufacturer in 
Bradford, Field & Son Ltd., gave 
considerable help in producing 
prototypes. 

Packing in 10s and multiples 
instead of 12s was considered 
because of the large export busi- 
ness, but on the advice of over- 
seas agents was not pursued. The 
new modern binning systems 
marketed by a number of steel 
furniture firms suggested that the 
shape and size of the outer pack 
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By OUR PACKAGING CORRESPONDENT 


was very important, and finally 
a flat pack with all the plugs lay- 
ing down side by side in two 
rows of six was decided upon as 
being the ideal pack for quantity 
— in bins. It also pre- 
sented large surfaces for display 
printing, giving good shelf and 
window display opportunities. 

The problems remained, how- 
ever, of indexing, stock checking, 
and serving. ¢ first attempt 
to solve this resulted in a small 
window being cut in the end of 
the pack so that the end of one 
of the inner cartons showed 
through. This idea would have 
brought in a great economy in 
printing the pack as each specific 
type did not need a specially 
rinted or overprinted type num- 

r. But it was not easy to with- 
draw each carton nor could one 
see how many were left in the 
pack. 


Immediate access 


The idea then came for the 
stockists to break the pack in 
half along a perforation and fold 
the two halves back upon them- 
selves. This would give imme- 
diate access and visual check on 
quantity. 

Further thought and experiment 
resulted in the realisation that it 
would not be necessary to ask the 
stockist to break the carton: 
they could be broken by Lodge 
Plugs Ltd. packing staff and 


stockist, be he garage, retail shop, 
or factor, would thus receive his 
order stock packed in 12s, with 
type numbers immediately visible 
and the ends of each inner carton 
showing. 


Easy stock checking 


Under this system his stock 
checking is made _ extremely 
simple, the method of stacking in 
bins is very easy, and with the 
film wrapping (which, incident- 
ally, is secured very quickly by 
two pieces of transparent tape) 
taken off, a pack of bright 
colours and generous surfaces is 
presented which gives ample 
scope for window or counter 
display. 

Internally at Lodge Plugs Ltd. 
the packing staff had to be re- 
educated to the new method, but 
as the final wrapping operation 
is simple the tape company was 
able to provide a little machine 
for fixing the film which the staff 
was soon able to learn how to use. 


At the moment some stocks of 
the old type of outer are still 
being used up, but many types 
are going out in the new dress. 
Shortly all types will be so 
supplied. 

* * * 


THE curTis Distillery Company 
have recently redesigned the label 
of their Scotsman’s Head brand 
of whisky as shown here. 


Left: An_ indica- 
tion of the display 
possibilities of the 
new Lodge Plug 
packs can be seen 
from this presenta- 
tion. Right: The 
new printed film 
packs of “Cello- 
phane” which are 
being used by 
James Keiller & 
Son Ltd., to mar- 
ket their butter- 
scotch and barley 
sugar. The film 
bags are printed 
by John Dickinson 
& Co., Ltd. 
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Breaking the package in half and 

folding the two halves along a 

perforation enables a quick check 
to be made upon quantity. 


“OtcH wise 
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The new label for the Curtis 

Distillery Company's Scotsman's 

Head brand of whisky has been 

designed by Derek Mills of 

THM Partners. The printers, 

Corfe & Seceombe Ltd., specialise 
in wine labels. 
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good products 


deserve 


aes 


at 
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good presentation 


Everything you can expect 
from a first-class 


_ oa Rl maaan ol 
Shy 


display organisation you will get 


from Priestleys—the firm with 


Latex Rubber Models produced im quantity by 32 years selling experience 
Priestleys from original supplied by Elizabeth Arden 


® Priestleys,........ 


Commercial Rd, Glo'ster 22281-4- 9 Buckingham St.,£.C.2.Ta 4277-8 - Birmingham Cen. 1941 - Manchester - Cardiff 


4 


im =caseee* 


you've a product to pack .. . just 
in case it’s something of a problem 
... may we remind you that we 
make cartons for most things—from 
cosmetics to cables? That's why 
we're known, to so many trades, as 


THE PACKAGING SPECIALISTS. 


CW 


JOHNS, SON & WATTS, LIMITED 
2-4 EPWORTH STREET, LONDON, E.C.2 
MONarch 7408 
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THE EXHIBITION WORLD is expanding; activity is increasing. The 
advertiser is becoming more aware of the value of the 


medium. Each month, 


news and notes of exhibition plans and 


activities, and forward-looking articles will be published in 


these columns. 


The aim is to provide an up-to-the-minute news 


service and talking-shop for everyone interested in exhibitions. 


The 1955 BIF will strike a 


new note of pageantry 


HAT is new about the 

BIF that is now being 
organised and will open on 
May 2 next year at Olympia 
and Castle Bromwich, Birm- 
ingham? 

Firstly, it is under new manage- 
ment. 

From now on the BIF is being 
run by businessmen for business- 
men. The success of any annual 
fair depends very largely upon 
continuity, freedom and flexibility 
of management, and for these 
reasons a government sub-com- 
mittee under the chairmanship of 
Sir Ernest Goodale recommended 
almost exactly a year ago that a 

ublic corporation should be 
ormed to take over the task of 
organising and running the BIF 
from the Board of Trade. 


Degree of responsibility 


Although the new company, 
British Industries Fair Ltd, is 
responsible for the event as a 
whole, it will for the present be 
mainly concerned’ with the 
management of the London 
section, and will leave the 
management of the Birmingham 
section (which has always enjoyed 
the use of a permanent home as 
well as the three elements of con- 
tinuity, freedom and flexibility) to 
the Birmingham Chamber of 
Commerce as before. 

Who are these businessmen 
who from now on will be run- 
ning the fair ? 


Names of directors 


The six directors are Sir Ernest 
Goodale (chairman), chairman 
and managing director of Warner 
& Sons Lid. ; W. J. Arris, manag- 
ing director of Burroughs Adding 
Machine Ltd. ; R. P. S. Bache, of 
the Birmingham BIF management 
committee; C. Kenneth Horne, 
sales director of the Triplex 
Safety Glass Co. Ltd.; H. N. 
Hume, chairman of Charterhouse 
Investment Trust Ltd.; and 
’. R. B. Whitehouse, chairman 
and joint managing director of 
the Chad Valley Co., Ltd. The 
general manager is J. L. Reading, 
director of two previous fairs. 
The directors are giving their ser- 


vices without remuneration—as a 
service to industry and as a token 
of their faith in the future of the 
BIF. 


What is offered 


What will the BIF of the future 
have to offer ? 

It has often been said of the 
event in the past that it was a 
“national shop window.” ‘The 
Goodale committee went further 
and provided a pointer to the 
future when they said: 

“The BIF is more than a 
trade fair; it should project 
British industry on the world 
and be a pageant of the best in 
British industry.” 

The new BIF is thus a chal- 
lenge to both organisers and 
exhibitors. 

Much fresh thinking has to be 
done, the fruits of which will not 
all be seen next year. In a sense 
1955 will be an interim fair, but 
even so there will be plentiful 
evidence of a completely fresh 
approach and more than a hint 
of better things to come. 


More than prestige 


The immediate task for 1955 
will be to provide a gayer, more 
attractive and efficient setting 
where goods can be seen and 
business done. A new note of 
pageantry is thus being struck 
without losing sight of the fact 
that a fair is more that a prestige 
show, and is in fact the oldest 
means of selling known to man. 

Several changes have already 
been made which are evidence of 
a new attitude that will eventually 
lead to far more than just a “face- 
lift” with a few more flags and 
bunting. 

Perha the most striking 
change in the arrangements for 
1955 is that the London section 
has been brought together and 
concentrated under one roof—at 
Olympia. This will mean bright- 
ness, interest and compact throngs 
everywhere. Every stand will be 
“on a busy street,” and every 


“street” will be planned to make 


the fullest and most attractive use 
of Olympia’s 300,000 square feet 
of letting space. 

An even more significant change 
is the reduction in charges for 
stand construction. 


Already the cost of space at 
6s. 6d. a square foot is lower 
than any comparable fair in 
Europe, and now the new stan- 
dard charge of 4s. 6d. a square 
foot for stand construction will 
mean big savings for stands up 
to 1,000 square feet. 

Nor is this all, for cuts will 
also be made in the charges for 
electrical fittings and installation. 


Cutting the costs 


Another sign that the new com- 

any is getting down to the prob- 
ems of organisation and is 
determined to cut costs, is the 
decision to take Olympia for five 
weeks instead of the usual seven. 
As the fair will be open for the 
customary fortnight, i will now 
have to be built up in two weeks 
and taken down in one. 

The new “national shop 
window” will no longer display 
the notice “For export only.” Jn 
1955 there will be more emphasis 
than in recent years on products 
for the home market, for on these 
depend the livelihood of many of 
our industries. 

No fair or market was ever 
complete without the onlooker, 
the man who comes to contem- 
plate to-day and who becomes 
the customer of to-morrow. The 
new fair will therefore be doing 
more to attract and welcome 
the general public, which will be 
admitted every afternoon from 
2 p.m. and on one evening each 
week when the hours of opening 
are being extended until 9 p.m. 


Vigorous advertising 


A major part ef the task of 
“projecting British industry on 
the world,” will of course be 
played by publicity. Large and 
vigorous advertising campaigns 
backed by posters, showcards, 
leaflets and a world-wide press 
relations service, will help to 
attract exhibitors, buyers, and 
the public and will provide news 
of British industry overseas. This 
is perhaps the most unique aspect 
of the BIF; it provides the 
exhibitor with a world-wide pro- 
motion campaign for the cost of 
a stand. 


The Government itself is fully 
aware of the value of this service 
to British industry as a whole, for 


By DENIS INCHBALD, 
Press and public relations officer 
to the BIF 


The cover of the new style 
sales leaflet that the BIF or- 
ganisers are issuing to promote 
the 1955 event. Big and vigorous 
press advertising campaigns, 
backed by posters, showcards 
and a world wide press relations 
service, will help to attract repre- 
sentatives of industry—buyers and 
exhibitors—from all over the 
world. 


in addition to guaranteeing the 
new company’s working capital 
for the first few years, it is also 
providing a grant to help meet 
the costs of publicity, particularly 
overseas, where the expenses of 
a world-wide campaign would be 
far beyond the resources of any 
company in its early days. 
Although it can be said now 
that the 1955 event will be a gayer 
and raore attractive place and that 
an intensive drive is being made 
to attract a more representative 
range of British industry, more 
trade buyers and greater numbers 
of the general public, it is not 
possible at the moment to discuss 
detailed plans. Enough has been 
said, however, to show that the 
company is going all out to 
rejuvenate the show, to make it 
less of a prestige exhibition and 
more of a fair, a gay and busy 
place where business can be done. 


Exhibition notes and news 
on page 642 
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BIF.55 


The BIF of ’55 is going to be a very lively affair — 


the first run by business for business. 

Publicity will be bold and challenging, and will 
bring in many more buyers from the home 
market as well as from the rest of the world. 


Lower Cost to Exhibitors 

The basic cost of exhibiting in this new BIF will be 
lower than in any other comparable Fair in 
Europe . . . shell stand charges are down and so are 
those of electrical installations. 


Streamlining ... . 

The London Section of the new BIF will be under 
one roof—Olympia. It will be streamlined in more 
senses than one and every corner will be busier, 
more alive. But one consequence is that space 
will be limited. Some of it has already been 
booked .. . 


Include this revitalized Bir in your marketing 
programme for 1955. 


BOOK SPACE NOW 


Fill in the coupon below and send it to:— 
British Industries Fair Ltd., 
Ingersoll House, 9 Kingsway, London, W.C.2 
Or, for the Engineering and Hardware Section to: 
British Industries Fair, 
95 New Street, Birmingham 2. 


Please send further information together with 
BIF Regulations and Application Form to: 


NAME __ 


FIRM___ 


ADDRESS 
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For all ypes CO 


‘*PERMENART”’ POINT oF SALE 
EXTERIOR & INTERIOR SIGNS 
TABLETS « PELMETS 
NEON DISPLAYS 
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a group of nine 


influential newspapers 


A.B.C. NET SALES 


LONDON: E.W. PLAYER LTD., 30, FLEET ST. ECA. 


Mechanieal World 


AND ENCINEERINGC RECORD 


Undoubtedly one of the best media 
for reaching the buyers of technical 
products; this widely-read a 
journal, blished monthly, is an 
essential for every technical advertiser. 


Send for free specimen copy 
and rate card... 


EMMOTT & CO. LTD., 3! KING STREET WEST, MANCHESTER 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 
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Exhibition Notes and News 


Larger stands already in 
demand for next Food Fair 


ANY stand holders at 

Olympia for the British 
Food Fair are inquiring about 
space for the next exhibition 
in 1956. 

There were 157 British exhibi- 
tors at the show, which was 
sponsored by the Daily Express 
and organised by the Food Manu- 
facturers’ Federation, and many 
have asked about the possibilities 
of larger stands for the next 
show. 

A stand in the gallery was 
taken by the Evening Standard 
demonstrating a Linotype and 
Bush machine “fudging” names 
of visitors and selling many 
thousands of copies a day. 


Fred White, sales manager, 
Oppenheimer Casing Company 
U.K. Limited: “We were 
astounded at the business we did 
at the Fair. We thought one sales- 
man and two girls would be 
enough at our stand. After the 
first day we had to bring off the 
road 24 salesmen, including one 
from Ireland. Sausages were 
sold at the rate of a ton a day, 
and we gave away well over half 
a ton a day of free samples.” 

Frank W. Frost, managing 
director, Kraft Foods Ltd.: “Has 
been the greatest exhibition I 
have ever known, and I have 
seen nothing like it in the United 
States. We did remarkably well, 
particularly in the opening of new 
accounts for the trade. We sold 
thousands of samples—treble the 
number anticipated.” 

A. Soutter, advertising man- 
ager, Energen Foods Co., Ltd.: 
“It exceeded our expectations 
from the viewpoint of interest 
shown by the public and the 
trade. We have sold three times 
as much as we anticipated, and 
our packing department could 
not keep pace with the demand. 
It is our opinion that the Express 
group of newspapers helped con- 
siderably the success of this year’s 
fair.” 

A. Lazelle, advertising man- 
ager, Oxo Ltd.: “I think it is 
the best exhibition my firm has 
ever attended in Britain. We had 
an enormous amount of inquiries 
from people in the trade, plus a 
lot of new accounts from firms 
on which our travellers have 
never called.” 

M. S. Ducksbury of Batchelors 
Peas: “This is a fair we cannot 
afford to ignore. We have given 
away 17,000 samples a day, and 


in our original plans we budgeted 
for 6,000 a day.” 


7 


Exhibition briefs | 


ANDREW ReiD, who celebrated 
the 21st anniversary of starting 
business as an independent press 
consultant during the 2ist 
National Radio Show has 
probably arranged press publicity 
for more exhibitions than any 
other consultant. 


7 . * 


Ir 1s understood the British 
Photo Fair, which is being held 
at the New Horticultural Hall, 
London, from May 16 to 21 next 
year, is already booked up. This, 
the firs, exhibition of its kind in 
Britain since the end of the war, 
has the full backing of the trade 
and, in view of its tremendous 
initial success, British Organisers 
Ltd. will have to consider using 
a larger hall for any future British 
Photo Fair. 


Commercial 

Exhibition, Earls Court ; Sep. 27- 
Oct. 2 Business Efficiency Exhibi- 
tion, City Hall, Manchester ; Sep. 
27-Oct. 2 Home and Beauty, Ash- 
ton Hall (organised by the Lan- 
cashire Evening Post); Sep. 29- 
Oct. 23 The Birmingham Mail 
Midlands Ideal Home Exhibition, 
Bingley Hall, Birmingham ; Sep. 
30-Oct. 2 Minibition of the Pur- 
chasing Officers’ Ass., Roya! Hall, 
Harrogate; Oct. 4-8 Brewers’ 
Exhibition, Olympia; Oct. 4-8 
Shoe and Leather Fair, Olympia ; 
Oct. 4-8 Fashion in Footwear 
1954, Washington Hotel, London ; 
Oct. 4-8 National Fabric Fair, 
Royal Festival Hall; Oct. 6-16 
Swansea Ideal Homes and Trades 
Exhibition, Patti Pavilion, Swan- 
sea; Oct. 6-16 Halifax Ideal 
Homes Exhibition, Drill Hall, 
Halifax; Oct. 8-24 The French 
Textiles Exhibition, Hutchinson 
House, London ; Oct. 9-23 North 
East London Exhibition, Assem- 
bly Rooms, Walthamstow ; Oct. 
11-15 London Nursing Exhibition, 
Seymour Hall, London ; Oct. 12- 
16 National Honey Show, Old 
Horticultural Hall; Oct. 13-23 
Perth Ideal Homes and Trades 
Exhibition, City Hall, Perth; 
Oct. 13-23 Rotherham Ideal 
Home Exhibition, Town Hall 
Rotherham: Oct. 13-23 Ideal 
Homes Exhibition, Drill Hall, 
Bolten. 
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Public Relations 


Housewives poured in to 
meet the Dale family 


HEN radio’s famous 

Dale family visited 
Newcastle to open the new 
£200,000 Clayton Street 
store of Howards (New- 
castle) Ltd. they met more 
than 60 operatives who had 


worked on the store. 

This thoughtful piece of public 
relations owas handied by 
McConnell and Co. (Advertising) 
Ltd., who organised the opening 
on behalf of Howards who are 
their clients. 

For nearly an hour Mrs. Dale 


Kennerley 
Edwards and 
Associates, . who 
are handling the 
public relations and 
special sales pro- 
motion for the 
launching of the 
new Ardath 
cigarette, Gros- 
venor Tipped, 
arranged for these 
two ballet dancers 
to enliven the pro- 
ceedings at a party 
for leading mem- 
bers of the tobacco 
trade at London's 
Empress Club. 


Mrs. Dale has one of her welcome cups of tea after o 


ADVERTISER'S WEEKLY 


ning the new 


Howards store in Newcastle. In the picture are (left to right) Nicolas Stuart, 
J. A. Pearce, director of McConnell's (London) Lid., H. M. A. ~2 4 
neral manager of Howards (Newcastle) Lid., Dr. Dale (James Dale), 


ly Lane (Thelma Hughes), Mrs. Dale 
managing director of McConnell 


(Ellis Powell), Dr. James Dale 
(James Dale) and radio sister 
Sally Lane (Thelma Hughes) 
shook hands with the men who 
had rebuilt the store after it had 
been burnt down last Christmas. 

And, of course, hundreds of 
housewives, were also present to 
see their favourite radio family 
in the flesh. 


* * * 


gh hag agp from public rela- 
tions as conducted in the 
bustling streets of Newcastle here 
is a PR operation which was 
centred on the isolation of the 
mid-Atlantic. 

When Cecil Harcourt-Smith 
made a double crossing of the 


It's a good job 
we asked HIM along! 


Catalogue, showcard, 
leaflet or packaging 

as long as its production 
involves the use of 


Ellis Powell), Arnold E. Jones, 
Co. (Advertising) Lid. 


Atlantic in a small boat he took 
with him a large quantity of 
Smediey’s canned foods. The 
agents, Gordon and Gotch 
(Advertising) Ltd., have released 
to the press an extract from the 
skipper's logbook : 


“During the double crossing 
we consumed a very large 
number of tins of Smedley's 
products, both vegetables and 
fruit. In fact, we relied entirely 
on the products of this firm in 
this respect. I would like par- 
ticularly to draw attention to 
the excellence of their tinned 
peas and blackcurrants.” 


How about the canned 
spinach ? 


some kind of paper or board, 
you will find it pays to call in 
Spicers Paper Consultant 

at the planning stage. 


Speak to Wiis 


Telephone: CENTRAL 4211 
19 New Bridge Street - London EC4 
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THE NORTHERN WHIC | Anam 


autumn Frankfurt show 


About 3,800 exhibitors took part in the recent International Frank- 
furt Autumn Fair. A total of 38 countries were represented by 
some 1,000 exhibitors. A high percentage of those with goods on 
show concluded definite trade contracts. 


HE International Frank- 
furt Autumn Fair, which 
_ was held this month from Sth 
to 9th, occupies a very promi- 
nent position among the 
German trade fairs, as it is 
the only comprehensive 
sample fair for consumer and 
finished articles which is held 
in the Western section during 
the season. glass, china (porcelain) and 
Some 170,000 businessmen carthenware goods; medical and 
visited the event during the first surgical supplies, rubber goods , 
three days and among them there ‘%°@P, perfume, cosmetic and 
were about 20,000 from abroad. =. — =. 4 
in particular there were more lies ;| stationery and camibanee 
visitors than ever before from the oxes; packaging and packing 
Near and Middle East. materials; toys; prepared food- 
The concentration of offers of stuffs and delicacies. 
all principal consumer goods at 
the Frankfurt Fair, and the Many foreign exhibitors 
methodical grouping of the indi- mf 


GERMANY 


Kotes and Details from 


a Slane : There were about 3,800 exhibi- 
T STREET | EAD OF weual industry braneues, enable tors at the recent fair and this 
ON E.C.9 BRIDGE St buyers to obtain a very good idea number included an extensive 
\. ® of the goods at their disposal for foreign participation. A_ total 
NTRAL 9179 | PHONE: BELFA their own particular line. of 38 countries, represented by 
about 1,000 exhibitors, showed 
Wide range of exhibits their goods. 
MESSAGE TO ADVERTISING GIFT TRADE. The principal groups exhibiting |, Since the previous such event 


were textiles and clothing; ‘he number of foreign national 
HAVE YOU RECEIVED DETAILS OF THE decoration articles, store pon A pavilions went “P from eight 
ment and advertising; sporting ‘©, 12. Apart from Austria, 

WHINE and camping requisites; slot Belgium, Eire, France, Italy, 
machines; musical instruments; Holland and Yugoslavia there 
|| Jotta-Blotita jewels, gold and silver ware, Were this year also Greece, India, 
DESK BLOTTER AND DIARY | jewellery, clocks and watches, uxembourg, Portugal and Spain 


FOR 1955 ‘trinkets and travelling kits; ‘"epresented at their own new 
? | smokers’ articles; skilled handi- "tional pavilions. Particular 
| craft and applied art; book pub- importance was attached to the 


if NOT SEND FOR ILLUS- fact that India made her first 
TRATED PRICE LIST TO THE lishing, bookselling trade and art 


" . sat post-war appearance at a German 
MANUFACTURERS. publishing ; household and living Fair, with a display of her goods 


isites (h h kitch ; . 
HENRY ELWINLTD | | itcnsils, brushes, brooms and 204 applied arts, Spain carried 


(DEPT. A2) paint ‘brushes, furniture and ‘rough a special sales campaign 
PLUMPTRE STREET accessories, baskets, wicker-work fF her wines in a pavilion which 
NOTTINGHAM furniture and baby carriages) ; @ Continued on page 646 


A QUALITY PRODUCT WITH YOUR CUSTOMERS 
NAME AND ADDRESS INCLUDED AS REQUIRED. 


The American 
Forces stationed in 
Western Germany 
offer a dollar 
market for a wide 


- oe 
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Opportunities 
in South Africa 


for sRTISTS & 
LAYOUT MEN 


THE African Amalgamated Advertising Contractors Ltd., 
South Africa’s largest advertising agency, offers excellent 
opportunities to ambitious young artists, visualisers, layout 
men. 
The Company has completely equipped offices in all the 
main centres in South Africa, Southern Rhodesia and Kenya, 
where the rapid growth of industry is creating a continual 
demand for capable men. 
The terms of engagement are good and include Pension 
Scheme, Medical Aid benefits and generous leave facilities. 
Passage paid for successful applicants and their wives. 


Write in the first instance giving details of your experience 
to i= 


AFRICAN AMALGAMATED 
ADVERTISING CONTRACTORS LTD., 


P.O. Box 7012, 4th Floor, His Majesty’s Building, 
Commissioner Street, JOHANNESBURG 


646 
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Potential market for UK 
goods in Saudi Arabia 


ACTS about advertising in 

Saudi Arabia have lately 
been compiled by the Board of 
Trade following the publica- 
tion in the Board of Trade 
Journal of an article dealing 
with the East Coast of Saudi 
Arabia as a potential market 
for British goods. 


Circulation facts about the 
available newspapers are given 
and it is pointed out that “Saudis 
are becoming increasingly adver- 
tisement conscious. Every issue 
of the local press now contains 
many advertisements, notably for 
Continental goods in competition 
with those from the United 
Kingdom; and there is firm evi- 
dence that worthwhile sales 
are being achieved thereby.” 


Religious susceptibilities 


The Commercial Secretary of 
the British Embassy in Jedda has 
commented that leatnewe and 
fluorescent advertising should 
also be effective. In any form of 
publicity, care must be taken to 
avoid offending the religious sus- 
ceptibilities of the people. Any 
design incorporating a cross is 
explicitly forbidden. A simple 


41,849 


AUDITED 


ner sae YAN-JUNE 1954 


WESTERN INDEPENDENT 


WESTERN INDEPENDENT and SOUTH DEVON TIMES 
RATE CARD with full details & Circulation Breakdown from 
C. H. CHISLETT, 7 ALTON TERRACE, PLYMOUTH t1ei.2123-45 


LONDON OFFICE : D. L. CLACKSON, 60 FLEET STREET, E.C.4. Tel CENeral 2626 
MANCHESTER OFFICE: A. ELLIS, CROMPORD HOUSE, MARKET ST. — Tel. : Blackfriars 6987 


IN THE MANUFACTURE OF 
POINT OF SALE 
ADVERTISING MEDIA 
ON METAL AND BOARD 


REGINALD CORFIELD L™® 


LOMBARD ROAD: MERTON: S.W.i9 
TELEPHONE - LIBERTY 4606 (10 LINES) TELEGRAMS - REGICOR, PHONE, LONDON 


representation of the goods 
offered with a minimum of 


writing is generally the most 
effective form of design. 
Moreover, in Saudi Arabia, 
where personal or physical con- 
tact is of great importance, free 
gifts have a considerable effect. 
The emphasis should always be 
on simple, brightly coloured 
articles of some use. All 
should be marked in Arabic. 


Give-away articles 


Apart from calendars, which 
should always be in Arabic, and 
diaries, it should be well worth 
the UK manufacturers’ while to 
consider giving away to their dis- 
tributors articles similar to the 
following (all of which have been 
successful in Saudi Arabia): 
desk note books (especially small 
pocket books or with bright 
metal covers), ashtrays (glass, 
metal or porcelain), spring clips 
for papers (enamelled), wall 
thermometers (very useful in 
such a hot climate), key rings, 
desk blotters (metal, wood or 
just cardboard), pocket plastic 
torches, pocket miniature pen- 
knives, pencil sharpeners, small 
back-gammon sets (with draughts 
marked with firm’s name; this 
game is very popular in Saudi 
Arabia especially in coffee 
houses), and coffee cups (in 
distinctive Saudi style). 


FOCUS ON GERMANY continued 


was built specially for the pur- 
pose 


About a third of the foreign 
firms exhibited individually in 
the pavilions set up for the dif- 
ferent groups of commodities. 
There were about 20 exhibitors 
from the United Kingdom and 
these put on view a range of 
textiles, smokers’ requisites and 
toilet articles. 


Definite trade contracts 


A test undertaken by an inde- 
pendent market research institu- 
tion in Frankfurt revealed that 
during the first three days of the 
fair 88 per cent of all the exhi- 
bitors had concluded definite 
trade contracts and that 49 per 
cent had succeeded in obtaining 
foreign export orders. 
musical instruments, glass, china- 
ware and jewellery group: suc- 
ceeded in obtaining a higher per- 
centage of orders than tne 
remainder mentioned above. 

However, almost all groups of 
exhibitors did good business in 
the opening days, particularly 
those displaying goods catering 
for the Christmas market. This 
was especially true of the handi- 
craft and applied art group, 
where good business was done in 
the sale of ceramics, glass, hand- 
woven textiles, w and 
plated goods, lamps, 


electric 


home decorations 
quality furniture. 
The Frankfurt autumn fair is 
the main West German shop 
window for textiles and clothing. 
Buyers are presented with a com- 
prehensive presentation of - to 
date designs and fabrics, both of 
foreign and German textiles. 
Particular interest was shown at 
the recent event in the new 
autumn designs for ladies’ cloth- 
ing, knitted fabrics, synthetic 
fabrics and upholstery and cur- 
tain fabrics. In the clothing 
group there appeared to be a ve 
— demand for knitted ren’ 4 
and for underwear, with an insis- 
tent demand for spring wear. 


Winter sports goods 


During the previous spring fair 
West German manufacturers 

rts goods, equi mt and 
clothing of all ki exhibited 
for the first time at Frankfurt. 
In view of the big success they 
experienced, it was decided to 
show exhibits of winter sports’ 
goods at the autumn event. 
Among these items were sledges, 
skis, skates and accessories, 
bandages, sports shoes and 
rubber boots and a wide range 
of equipment for aquatic sports. 

Agents in this country for the 
Frankfurt International Fair are 
Lep Transport Ltd. 


and high 
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Ad Man’s Bookshelf 


Comprehensive guide to 
office equipment 


A major work of reference for every businessman has just been 


published. The volume—which is a new 


ment—will greatly simplif 


K EBPING pace with to- 
day’s vast range of office 
equipment is a major headache 
for directors senior executives 
and office managers in every 
business organisation. 

To meet their needs the “Busi- 
ness” Directory of Office Equip- 
ment & Appliances* has 

oduced. This is the first 

— guide and source of 

erence ever to be published for 
the United Kingdom, and its 
appearance is of outstanding 
interest to every businessman. 


Manufacturers listed 


The Directory contains the fol- 
a indexes and survey: 
ndex of manufacturers and 
distributors: lists over 300 in 
alphabetical order with names, 
dresses, telephone numbers 
telegraphic addresses, names of 
principal executives and brief 
details of the products made or 
distributed. 

2. Classified products guide: 
shows every type of commodity 
together with their trade names 
and manufacturers. 

3. Trade names index: lists 
over 1,200 trade and brand names 
and addresses with names of the 
manufacturers and distributors. 

4. Provincial branches of 
manufacturers and distributors 
are listed by counties and towns. 


* Business ’ Directory of Office 
Equipment 4. “Ap jances, page 
in. by 9% i 8 pages ; eens, in 


ite temiontes milskin which is wash- 
able, price 40s. os free _from_ the 


i . 
Geo Fleet Street London, fos 


HENDON 
BILLPOSTING 


COMPANY. 


COMPANY REGISTRATION 


Private Limited C ies for the Adver- 
tising, Publishing and Allied Professions 


formed within eight days. 
' sladly 
telephone 


upon receipt of written or 


476, Fulham Broadway, S.W 4. 
Tei: PUL. 4643, 8990, 


GIANT ENLARGEMENTS 
up to 60 sq. ft. in one piece 

The Aupeeyee Co. Led., Brownlow 
. W.13 Ealing 


Rd. 
2691 


of office equip- 
of 


5. Retailers of office equip: 
ment are listed geographically 
covering England, Wales, Scot- 
land, Northern Ireland and the 
Republic of Ireland, with a code 
indication of the type of products 
stocked. : 

6. Survey of equi Bo 
descriptions of wel aad 
products manufactured and dis- 
tributed by British firms. This 
survey will be of enormous value 
to anyone wishing to find, com- 
pare and select any of the many 
different types of office equip- 
ment from a stapling machine to 
a large electric accounting 
machine, 

Both British made and im- 
ported products are included in 
the Directory. It carries 128 


pages of mye gy featuring 
the products of 147 


Important aid 
for architects 


Snags A Detail Sheets—Second 
Series, edited by Edward D. 
published by Iliffe & Sons Ltd., 

HE series of cideaey 

details published regu- 
larly in the Architect and 
Building News has for long 
been popular among archi- 
tects, students, building crafts- 
men and others concerned 
with the design and construc- 
tion of contemporary build- 


ings. 

In 1952 a selection of 96 of 
these details, edited by Edward D. 
Mills, was published 
form. This first volume met with 
immediate success and quickly 
had to be reprinted to meet the 
demand. A new selection of 96 
shects is given in the present 
volume. 


Special drawings 


Consisting of specially prepared 
scale drawings and photographs, 
the series is intended to show how 
present-day architects have com- 
bined good construction and satis- 
factory appearance in buildings 
and structures of various kinds. 
The cetails have been drawn from 
—_ countries, and the work of 
nearly 

There are many details from 
the South Bank Exhibition of the 
Festival of Britain, 1951, which 
took place during the period 
covered by this selection of 
sheets. As most of the buildings 
concerned have since been de- 
molished, these details provide a 
unique source of permanent 


reference to some recent work of 
unusual imagination and impor- 
tance. 


in book | 


70 designers is represented. | 


decide the buying of 
materials andequipment 
in the leading engineer- 
ing concerns in Great 
Britain and overseas. 


Ask for particulars of 
our coverage of the mar- 
kets in which you want 
to sell. 


mENGINEERS 
DIGEST 


120, WIGMORE STREET, 
LONDON W.!I. 


Telephone: 
WELbeck 9357 & 6263 


..ON BUYING POWER 


In THE ENGINEERING 
INDUSTRIES 
“The Engineers’ Digest’ 
is definitely read by tech- 
nical executives who 
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SUPERSCOPE 
REDUCER 


Copies of objects, posters, art-work, 
can be made to any reduced scale. Trouble 
free and economical. Portable and com- 
t. weighs only 12 Ib., size 12° x 11". 
he SUPERSCOPE can be operated in 
conjunction with or inde mt of the 
SUPERSCOPE ENLARGER. The con» 
bined model illustrated forms a complete 
unit and allows every angle of a job to be 
undertaken. 


Details from : 

SUPERTOOLS(1951) Lid. 

Delta House, 30 Fauconberg Rd., 
Londop, W.4. Chiswick 0384, 


5) 
% 
¢ 
6 


POINTEL® 


5 " WELBECK 6655 


PHOTOGRAPHY 


human pictures of human beings 


DUSTRIAL CLIN 
Tc. 


The Atvertoamant Manager will 
pleased to send you 


SILK ScaIEN onl ie 


97 SHIRLEY ROAD. CROYDON 


A4ociscomee 


HIGHEST GRADE 
CLEAN © SmaRe 
CRATTSMANSHIP 


147-8 


SPEEDY SéRvice 
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JELIVERY 


a 647 es 
‘¢ 
pT | fifo , : | 
(IMPACT.< Bie | 
aia, fast E ha W “ e 
, Ey the selection li 
office operations. + 
‘a. 
ha : 
| a 
oe ae d 
he ae] 
be 
| a 
" F 4 - te - i a 
| ee @, iz 
a, . 
a ee a z 
Fe eee ; 
use the pares read by over 30,000 3 
i) nurses & first-aiders % 
‘*PIRST AID & 
IDEAS NURSING ” 7 
RIGHT ON THE MARK/ JIB | xschon sh Syvt ald and nursing 4 
BRITISH RED CROSS SOCIETY _ 
7 iL TenoLanenvaes ooonee | 
— NOS OGRE | NATIONAL COAL sonno 
a S 7 FIRE SERVICE DEPART bEnT 
D> tre. 5c. ne 
| fy? = 
| <4 , = London, £.C.2. - 
Po t PP [ceeeeenenestiienenntemnteeeenmenl mA 
< 5 
» D>s 
- = VU —---———_- — -— x 
_—— RING ~ REL: 3075 OWCARN- 4 : 
ee CARDS: STREAM; @ i. 
enauiry wet AMtp , 3 
CITY BUSINESS SERVICES (LONDON) LTD. a POSTERS ¥ ~ ; 
Company Registretion Agents pares f * s ‘2 ff. ap TO ANY Side a 
_—i_eeh | | Mat | re ; 
APTOTYPE: (4 or 
Se 7 
———_—— = ae 
as : 
a EO a 
eS ae aaa ee ee fot ee. ee =, a ae : ee a 


ADVERTISER'S WEEKLY 


FIRST WINNER OF 
CRAWFORD CUP 


QNE of the claims to fame in 
advertising circles of B. W. Galvin 
Wright, new ICI publicity controller, 
is that he was the first holder of the 
cup awarded 
by through the 
Publicity Club 
of London by 
Sir William 
Crawford. 

His educa- 
tion was main- 
ly technical, 
but his pre- 
occupation 
with his school 
magazine 
finally led him 
into Fleet 
Street as a 
sub-editor of 
a group of 
publications concerned with the 
radio and gramophone recording 
industries. 

Then followed a period on the 
editorial staff of the house magazine 
of the Gas Light & Coke Co., and 
thereafter as assistant advertising 
manager to Lilley & Skinner Ltd. 
He was afterwards advertising man- 
ager to the Timothy Whites & 
Taylors Co., the multiple hardware 
and chemists’ stores. His head- 
quarters were at Portsmouth and, 
not unnaturally, he found himself in 
Naval circles. It was as a result of 
this that he met the late Com- 
mander H. S. H. Ellis, who was, at 
that time, in the process of forming 
the central publicity department of 
the newly formed Imperial Chemical 
Industries Ltd. Commander Ellis 
invited Mr. Wright to join the Com- 


pany. which he did on August 1, 


He has been deputy to the publicity 
controller since the end of the war. 
His principal concern has been with 
the commercial advertising of ICI 
but he has also been responsible for 
the visual expression of the company’s 
public relations. 


* * * 


7 
Nosopy ever laughs in the offices 
of Punch! It would be like finding 
tears in a funeral parlour. This was 
one of the comments produced by 
Malcolm Muggeridge, cditor of 
Punch, when he spoke at the first 
luncheon meeting of the new season 
of the Institute of Public Relations 
last week. He said he found this 
rather surprising at first—because he 
had heard laughter in the Manches- 
ter Guardian offices, and on one 
occasion had even heard sniggering 
in the offices of The Times. But 
humour was a very serious business. 

Mr. Muggeridge was in rare form 
at what was one of the happiest 
meetings of the Institute I have 
attended for a long time. But how 
difficult a job it is to be funny! 
When Mr. Muggeridge recently pub- 
lished a cartoon of the Statue of 
Liberty holding a bunch of bananas 
he ane a personal telephone call 
from entleman in Washington 
accusing Se Elen of not yet having paid 
the first world war debt. 


EAST MIDLAND 
ALLIED PRESS 


253,213 


Copies per issue (A.B.C.) 


EVEN BETTER VALUE 


85/- s.c.i. flat. 


GEORGE JACKSON 
(HOL 3611) 


epresentative: 
suirronce INN, E.C.4, 


Substantial rise! 


Wen I attended the press con- 
ference at which it was announced 
that Sir Robert Fraser would cease 
to be head of the Central Office of 
Information (£3,250 a year) 
become director-general of 
Independent Television Authority 
(around £8,000) a fellow-hack whis- 
pered to me: “Is this going to be 
an annual increment?” Sir Robert 
would undoubtedly have chuckled 
at this question because though he 
is reported as not possessing a tele- 
vision set, nobody has ever accused 
him of not possessing a sense of 
humour, 

The progress of this 50-year-old 
Australian of Scots extraction has 
been very much of a success story, 
if one overlooks his failure to get 
into Parliament when he stood as a 
Socialist candidate at York in 1935. 
He has been leader writer for the 
Daily Herald ; and at the Ministry 
of Information where he supervised 
the preparation and production of 
such best sellers as Batile of Britain 
and Front Line, he succeeded 
George Royds as controller of pro- 
duction, later becoming deputy-dir- 
ector. His statement that he is 
“devoted to the Civil Service’ 
sounds odd coming from a man 
committed to furthering private en- 
terprise television—but time will 
show. 

Sir Robert used to enjoy rapid 
water canocing. Now his recrea- 
tions include walking on Hamp- 
stead Heath, bird-watching, and 
music. 


Forceful freelance 


ENTERESTING function is per- 

formed by John Belknap, Ltd., of 

King City, Ontario. Perhaps the 

best way to describe this firm is 

‘free-lance 

advertising 

manager.’ 

John Belknap 

represents 

*>Dolcis in 

PCanada 

(where they 

are rapidly ex- 

panding) as 

well as a 

number of 

Canadian 

firmsforwhom 

he acts as 

an eeresereles 

manager. This 

service is so 

much appreciated -by agencies, he 

told me in London the other day, 

that they have recommended him to 

clients in need of an advertising 

manager. Mr. Belknap’s organisation 

is a versatile one, doing much in- 

dependent creative work and acting 

as an adjunct to agencies during 
their peak periods. 

To British firms seeking to break 
into the Canadian market, but not 
prepared to face the cost of setting 
up their own advertising department 
there, it offers to plan and direct 
their Canadian advertising ; act as 
on-the-spot representative on all 
merchandising, including television ; 
recommend an agency, or work with 
it if it already exists ; and advise on, 
or carry out, individual promotion 
jobs. 


SerTemBer 23. 1954 


WRITER’S CRAMP— 
BUT WORTH IT 


IF 1 were asked to name the man 
whom I meet more than any other 
on my to-ings and fro-ings at social 
and business functions, | should 
almost certainly plump for Leslie 
Hardern, PRO, North Thames Gas 
Board. And 
Mr. Hardern 
has a perfectly 
legitimate rea- 
son for being 
there ; for, be- 
lieve it or not, 
he is either 
chairman, Fel- 
low, executive, 
or member of 
no fewer than 
30 important 
bodies, begin- 
ning with the 
Incorporated 
Advertisin 
Managers 
Association of which he is president! 
But to millions outside our 
charmed circle he is known as the 
man behind the TV Inventors’ Club, 
of which he has now written the 
story in a book just published by 
Rockliff (12s. 6d.) and adorned 
with a frontispiece showing him 
smoking a cigarette for 35 minutes 
in a holder described as a “ cigarette 
economiser. 

How Mr. Hardern thought up the 
idea of the Club, and how it became 
a programme with a large TV fol- 
lowing, you may read in his emi- 
nently worthwhile book. What is 


“ also worth noting is the way in 


which he publicised it. As befits a 
vice-chairman of the British Direct 
Mail Advertising Association, he 
has written and addressed (and | 
mean written by hand, not repro- 
duced by facsimile) a postcard to 
5,000 people (!) who have been in 
touch with the Inventors’ Club 
during the last few years; and he 
is now sending out a second post- 
card on similar lines to many more 
thousands of people. “It will be 
interesting to see how this experi- 
ment in direct mail affects the 
demand at the booksellers’ shops” 
he tells me. 


* * * 


Turoucu the [ron Curtain has 
gone the reputation of S. John 
Woods, advertising director of 
Ealing Studios. The posters he has 
designed have aroused enough in- 
terest to cause some of the Polish 
designers who were responsible for 
their country’s stand at the Food 
Fair at Olympia, and who specialise 
in film posters for Poland, to visit 
him at Ealing Studios. 


CONTACT 


WEEK'S WISECRACK 


an 


“Oh no, I haven't a tele- 
vision set. I’m applying for 
a job with the ITA!” 
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True Story 


‘ MAGAZINE 
me 0C 
Romances 


JULY-DECG 1953 - 423,771 
JAN-JUNE 1954 - 433,909 


ARGUS increase 10,138 


p R e 4 Rates remain at £200 per page combined rate. 
S Now only 9/23d. per thousand. 


meee fe PHOTOPLAY 


increased 


JULY-DEC 1953 - 230,019 
JAN-JUNE 1954 - 235,646 


increase 9 627 


Rates semain at £140 per page. Now under 11/11d. per thousand. 


A.B.C. NET SALE FIGURES. 


A. H. McISAAC + ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD + 8/10 TEMPLE AVENUE * LONDON E.C.4* CENTRAL 3514 
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Publications News and Notes 


New monthly for 


the home 


Home Economics and Domestic 
Subjects Review is a new monthly 
to be produced by Forbes Publica- 
tions, Lid., publishers of the 
Domestic Equipment Trader, Sub- 

cts to be covered will include: 
ood and cookery, textiles, needle- 
work, laundry, home equipment and 
new products, nutrition, hygiene, 
demonstrating and teaching techni- 
ques as well as general interest and 
news features with particular appeal 
to heme economists and teachers of 
domestic subjects. 

Print order, 7,000; page rate, 
single insertion £50 with series re- 
duction, £12 per colour extra; type 
area 7 in. wide by 10 in. deep; price 
10s. per annum, with concession rate 
to students. Advertisement man- 
ager: Miss R. Barron. 

a + 


A special 16-page detachable 
cooking supplement will be included 
in next week's Woman. It is su 
ported by extensive advertising 
the provincial press. 

. * * 


Northcliffe Newspapers Group 
Ltd. have issued a brochure giving 
the audited circulation figures for 
the first six months of the year for 
their 16 provincial newspapers. 

” * J 


Running to 112 pages, including 
74 pa of advertising (many in 
full colour), the September issue of 

Manufacturing Clothier is the 
biggest in the journal's history. The 
covers are now grained. 


Sections from the issues of 
Flight for August 27 and Septem- 
ber 3 have been reprinted in booklet 
form under the title of “ British 
and Commonwealth Aircraft.” 
With 48 pages, it sells at 2s. 

” ” * 
The Jewish Observer this week is 


a special issue for the Jewish New 
Year. 
” + o 


_ Mining Journal has introduced 
imitation art paper for its advertise- 
ment pages. Rates have been in- 
creased from £20 to £24 for one full 
page insertion and pro rata. Circu- 

tion is now in excess of 2,500. 

” * hd 

The October issue of V will 
be the biggest ever. It will carry 
272 pages plus a free booklet. 


‘John Bull’ record 


Nine pages of colour advertise- 
ments are a feature of a record 


post-war issue of John Bull this 
week. 


o ” * 
Angling Times net sales for 
August averaged 79,025 copies per 
week, compared with 14,046 for 
July. 
+ 7 + 
Doris Richardson has sent out 


i was: 

when you make your palatal 
test 

Cry Santé, Courier knows the best! 

For its quality is on a par 

With the finest liqueurs in any bar. 


PYTRAVAC 


Vacuum Plastic Forming Process 


An entirely new process for the production of 


deep relief showcards and displays. 


Large or 


small runs can be produced quickly and inexpen- 
sively in self-colours, with the very minimum of 


tool costs. 


Materials will successfully accept full colours 
so that elaborate designs in full relief present no 


difficulties. 


May our representative call to show you 


specimens of this work ? 


PYTRAM LIMITED DUNBAR ROAD NEW MALDEN SURREY 


TELEPHONE: MALden 3225 (3 lines) 


TELEGRAMS : Pytram New Maiden 


In order to devote more space to 
the autumn fashion news, Vanity 
Fair decided to print an extra 
autumn issue. This is the front cover. 
7 + = 
In conjunction with the opening 
of a new television relay station on 
November 12 at Rowridge, Caris- 
brooke, the Isle of Wight County 
Press is producing on November 13 
a television supplement. Ten pages 
of advertising have so far been 
booked. 
* * 7 
From January 1955, British Auto- 
mobiles Overseas will be published 
monthly instead of seven times a 
year. 


‘Golfing’—new owners 


Staples Press Ltd. have taken over 
the monthly Golfing magazine, pre- 
viously published by Golfing Ltd. 
W. H. R. Cook, Staples’ periodical 
manager, will be responsible for the 
business and advertisement side. 

+ * * 

A 12-page illustrated Export 
Survey of British Textiles, fully sup- 
ported by advertising, was included 
in last week's issue of the Times 
Weekly Review. 

- . 7 

The autumn number of Punch 
includes a four-page satire on 
The Tatler. 

* . * 


Advertisement rate for the Isle of 
Wight Times will be increased from 
3s. to 4s. per single column inch as 
from October 1. 

. . 7 

The Architect and Building News 
is celebrating its 100th year of pub- 
lication on October 21 with a special 
Centenary number. It will review 
the major technical developments 
during the last century. 

* * * 

Flat rate for insertions in the five 
weekly newspapers of the Scottish 
County Press has been raised to 14s. 
per single column inch. The papers 
concerned are the Dalkeith Adver- 
tiser, the Musselburgh News, the 
South Midlothian Advertiser, the 
Portobello Advertiser, and the Leith 
Gazette. 


* . oa 

Bus & Coach (Associated Iliffe 
Press) is publishing two special 
numbers in connection with the 
Motor Transport Exhibition at 
Earls Court. The October issue 
will be a buyers’ guide and the 
November number _ will 
“ British Design for 1955.” 

2 * . 

A Motor Show number of 
Country Life will be published on 
October 21. A brochure concern- 
ing the issue sent to 


Carlton Berry Co., Ltd., have 
been appointed advertisement repre- 
sentatives for the German electrical 
and radio technical journal Das 
Elektron and the Austrian electricity 
supply monthly Praktisches Wissen. 

* * . 

Torrin Douglas has been 
appoin press representative for 
Cinerama. 


Glitter on the tube 


For the third time Raphael Tuck 
& Sons are using glitter embellished 
wording on roofcards in the London 
Underground to advertise their 
Christmas cards. 

* * ” 

Smart Signs Ltd., Slough, have 
become full members, and Fish- 
burn Printing Ink Co. Ltd, Watford, 
associate members of the Display 
Producers and Screen Printers Asso- 
ciation. “4 “ 


To announce their recent removal 
to new premises, Tresises Drip Mat 
Co. sent to the customers on their 
mailing list a drip mat printed with 
their new address—87 Moor Street, 
Burton-on-Trent. 

* a . 


Ten thousand copies of London 
Transport’s new ide, Visitor's 
London, printed in y, were 
out within six weeks. Another 
supply of 10,000 is running low, and 
5, more are being printed for the 
winter. Copies are 4s. 6d. each. 


Bed in the balcony 


Sleepy Valley (Bedding) Ltd. are 

holding special displays of their 

company's mattresses at cinemas 

songs the RKO film “ n Slept 
ere.” 


* * 


One of the cartoon illustrations— 
dealing with the invention of a 
bathing-van — from Discovering 
Thanet, by John Huddlestone, is to 
be included in a health folder 
supplement to Margate’s official 
guide. Mr. Huddlestone is now 
engaged similar publications 
= the Cinque Ports and Canter- 
ury. 


7 * 


From October 1, advertisement 
representatives the ston 
fawiee will be Will Kitchen Jnr. 


- ao * 

A new Philips “Photoflux” flash- 
snaps competition for amateur 
photographers will be run this 
winter. In March, 1955, prizes of 
£50, £25 and £10 will be given to the 
senders of the best pictures in each 
of three groups. 

- _ . 

Sidney Rogerson, for many years 
controller of blic relations and 

blicity at ICI, is to address the 

R section of the National Union 
of Journalists on public relations at 
the Howard Hotel, Norfolk Street, 
W.C.2, next Thursday evening. 

* 7 * 

R. A. Redhead, director and 
general manager, Associated News- 

pers, is again acting as Steward 
or the Printers’ Pension Co - 
tion Anniversary Festival, the 127th 
of which takes place in November. 
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GEE ADVERTISING 
STUDIO APPOINTMENTS 


The next step in the development of Gee Advertising’s 
offices at Leeds and Manchester as self-contained units 

in accordance with the Company’s policy is the appointment of 

TWO TOP STUDIO MEN 


ee 


A man who will primarily be a fully A man who will primarily be a fully 
experienced, versatile commercial artist but experienced, versatile commercial artist but 
with first class Advertising Agency with first class Advertising Agency ~ 
layout experience. His main interest will layout experience. His main interest will 
lie in high creative design, but he must lie in high creative design, but he must 
possess the character and ability to organise possess the character and ability to organise Ss 
and inspire a team of artists that he will and inspire a team of artists that he will a 
build around himself build around himself 
IN LEEDS IN MANCHESTER 
The successful applicant will The successful applicant will 


be required to reside in or near Leeds. be required to reside in or near Manchester. 


Apply personally with full specimens and written 
details of previous experience to 
MR. J. R. WAYNE 
Director 


Apply personally with full specimens and written 
details of previous experience to 
MR. Jj. HOYLE 
Manager 
GEE ADVERTISING LIMITED 
47 Market Street 


Manchester 1 
Tel: Leeds 27724 Tel: DEAnsgate 2311 


GEE ADVERTISING LIMITED 
Onward Chambers, 3/4 East Parade 
Leeds 1 


Or in writing with full specimens and written detail: of 
previous experience to 
ART DIRECTOR 
GEE ADVERTISING LIMITED 
Welford Road & Carlton Street 
LEICESTER 
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HEDLEY, BYRNE & CO. LTD. 


Manufacturers of the 


‘NEWMAN’ 
LABELLING 
MACHINE 


to reach makers of preserves, 
pickles, milk products, soup, 
pastes, etc. 


FOOD MANUFACTURE 


Stratford House, Eden Street 
London, N.W 


LEONARD HILL TECHNICAL GROUP 


HE specialised monthly 

journal dealing with all 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved—open-cast coal and 
iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


LEONARD'HILL 
TECHNICAL GROUP 


CORROSION TECHNOLOGY 
MANUPACTURING CHEMIST 
Fienes (NATURAL AND 6YNTHETIC) 
PAIT-Y MANUFACTURE 
WORLD Chore —aTOMICcS 
FOOD MANUPACTURR 
POTTERY AND GLase 
BUILDING MATERIAL® DIGEST 
MUCK SMIFTER 
PETROLEUM 
CHEMICAL ANL) PROCESS 
ENGIN ERRING 


All published at 
Stratford House 
Eden St., London, N.W.1 
Specimen copies on request 


Scheme for colour-topped nylons 


A new development in hosiery 
advertising breaks next week 
when Ballito launch a new range 
of fashion keyed nylons. Gauge 


freeze petrol 


Esso are launching a heavy pub- 
licity drive for their new winter- 
grade petrol which incorporates 
“Esso's exclusive new anti-icing 
feature plus valve-protecting NSO.” 
| The campaign will use Esso’s 
normal schedule of large spaces in 
national newspapers and magazines, 
provincial press and _ posters. 
MeCann- Ltd. are the 
| agents. 


tops introduced to indicate the 
quality of the stocking. 

Red band nylons will be adver- 
tised for “tweeds and country-wear,” 
blue band for town wear, yellow 
band for “afternoons and after-five’’ 
and white band for “special occa- 
sions and evening splendour.” 

Full colour pages have been 
booked in class women’s magazines 
during October, November and 
December. The promotion is being 
backed by Vogue, which will carry 
double page spreads in colour in the 
October and November issues. A 
similar space will appear in the 
December-January issue of Vogue 
Pattern Book. Direct mail shots 
have been sent to retailers, 

Trade press advertising and dealer 
aid material is also being used in 
the campaign, which is handled by 
G. 8. Royds Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


| CARBORUNDUM CO. LTD. 
abrasives and refractories manu- 

| facturers, for Masius & Fergusson 

| Ltd., from October 1. 

_DEBONAIR KNITTING MILLS 
LTD., makers of what is believed 
to be the first nylon socks for 
children, for Nicholls Dorrity 
Advertising Ltd. 

ST. BRENDAN’S BAKERY, Ark- 
low, for O’Keeffe’s Advertising 
Service, Dublin. Campaign using 
provincialg in the South-East of 
the Republic with colour filmlets 

| and dealer aid material 

LAKELAND LAUNDRIES LTD. 

| Olivant & Botsford Litd., jewellers, 

| and Whitley Moran & Co., Ltd., 
civil engineers, for S. C. Peacock 
Ltd., from October 1. 

COPYDEX MANUFACTURING 
CO., LTD. makers of Copydex 
“Do-It-Yourself” adhesive, for 
David Macaulay Advertising 
Ltd. Press and public relations 
publicity remains with the Peter 
Collins Organisation. 

RICHE OF HAY HILL, press and 
PR account for Freddie Ross. 

| BRADES & NASH TYZACK 

INDUSTRIES LTD. manufac- 

turers of quality hand tools for 

the building, agricultural and 
engineering industries, for Smiths’ 

| Advertising Agency Lid 

WESTBURY HOTEL, new Bond 
Street hotel to be opened in 
January, PR account for Public 
Relations Associates Ltd. 

| THERMO-PLASTIC (De La Rue 
Ltd.), for G. J. Smith Lid.. 

JOHN SELBY, French of 
and French and Scott for 
Elizabeth Anderson. 


Campaigns 


DUTCH BULBS, using colour 
pages in Picture Post, lilustrated, 
women's magazines, together with 

rovincial newspapers (Dolan 
avis Whitcombe & Stewart Lid.). 

MERRIESPUN, using women's 
magazines with full colour spaces 
in Woman and Woman's Own 
for 1955 spring campaign (Dudley 
Turner & Vincent Ltd.). 

HARELLA, usi Radio Luxem- 
amy F (Nevin D. Hirst (Advertis- 

ing) Ltd.). 


| 


EMARALD CANNED PRO- 
DUCTS, Dublin, using large 
spaces in Irish national evening 
newspapers (O’Keeffe’s Advertis- 
ing Service Ltd. (Dublin)). 

BALLITO, using colour pages in 
wopien’s magazines and trade 
press for new fashion keyed 
nylons (G. S. Royds Ltd.). 

ROLL TIP pens, using national 
daily and Sunday newspapers, 
provincials, London evenings, 
weekly magazines and trade press 
(Basil Butler Lid.). 

CHAPPIE, using national press 
(Masius and Fergusson Ltd.).. 

SEBEL toys, using national press 
(W. S. Crawford Ltd.). 

ESSO, using large spaces in national 
newspapers and magazines, pro- 
vincials and posters for new 
winter-grade Esso Extra (McCann 
Erickson Advertising Ltd.). 

E. lL. DU PONT DE NEMOURS & 
Co., Inc., using business, indus- 
trial and technical publications 
for Neoprene synthetic rubber 
(G. Street & Co., Ltd.). 

EVODE LTD., using public rela- 
tions for their paints, waterproof- 
ing systems, adhesives and anti- 
corrosion treatments (Clark 
Matthew Ltd.). 

BIRDS EYE, using large spaces in 
national dailies, colour spaces in 
women’s and family magazines 
and ommpes offer in Radio Times 
(Lintas Ltd.). 

HANGERS PAINTS LTD., using 
national and provincial dailies, 
weeklies, leading magazines and 
trade press (Morrisons Press 
Advertising Service Ltd.). 

VENO’S cough mixture, using 
national dailies, weekly maga- 
zines and trade press (J. Varney 
& Co., Ltd.). 

MARIE ELIZABETH sardines. 
using weekly and monthly 
women's magizines, Radio Times 
and trade press (E. W. Barney 
Ltd.). 

SKIPPERS sardines, using national 
daily and Sunday newspapers, 
trade press and posters (Lintas). 

SUNSILK, new Gibbs shampoo, 
using maximum-sized spaces in 
national dailies, women's and 

neral interest magazines and 
ir, grocery and chemist trade 
press & Crowther Ltd.). 
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Gibbs new and revolutionary shampoo’ 


Sunsilk 


A full page in the “Daily Mirror’ 

will be used as part of the launchin 

campaign for Gibbs  Sunsil 
shampoo. 


Super launch 
for Sunsilk 


Largest possible spaces are being 
taken for the launching of the new 
Gibbs shampoo Sunsilk this week. 
The schedule includes a half-page in 
the Daily Express, full pages in the 
Daily Mirror and Daily Sketch and 
full and half-pages in women’s and 
general interest magazines. Chemist, 
grocery and hairdressing trade 
papers are being used in support. 

t is claimed to be the biggest ever 
promotion for the launchin 
shampoo and is being handled b 
Mather & Crowther Ltd. Sunsil 
is being marketed in sachets, selling 
at 9d., and bottles at 2s. 4d. 

A two-minute colour film, “How 
do you wash your hair?”, featuring 
Elizabeth Allan, will be shown 
throughout the country, as well as 
a filmiet. 

Gibbs sales representatives were 
iven a large volume in which the 
rom titlepiece, “A place in the 
sun,” lit up. Dealer aid material 
includes a new type of mobile and 
window bills. 

For the Christmas trade a pack is 
being introduced containing a bottle 
of Sunsilk with a Spa hairbrush. 


Mobo to use 
Luxembourg 


Sebels have planned a campaign 
which is said to be “probably 
wider in scope and vision than 
anything the toy trade of this 
country has seen before.” 

The campaign will use national 
newspapers from September to 
December with catalogue style 
advertisements designed to get the 
public into the shops “to see for 
themselves.” 

A series of 10 15-minute pro- 
rammes on Radio Luxembourg 

s been booked. It is believed 
to be the first time toys have been 
sold in this country “over the 
air.” Star of the programmes 
will be Diana Decker and the 
series starts on Sunday, Octo- 
ber 10. 

New pojnt-of-saie aids include an 
electric sign, a three-dimensional 
counter/window display for boats 
of the “Mobo Fleet,” and price 
tickets for the whole range of 
bigger toys. W. S. Crawf Ltd. 
are the agents. 


More “Current Advertising” 
is on Page 655 
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cross-section of the many readers 
who entered the HEIRESS “Girl of the 
Year’’ competition, now being judged. 
HEIRESS caters exclusively for the 
feminine teen-age market. You will 
reach more girls like these more easily 
in the popular pages of HEIRESS. 


HERES: 


Advertisement Manager: George H. Phipps 
Latterworth Periodicals Ltd., 4 Bouverie St., London, E.C.4 
Phone; CEN. 1732-3 
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Leicester 


ISBA president says ‘TV 


won't harm other media’ 


Time will be expensive on commercial TY programmes and 
will cost about 10s. per 1,000 viewers per minute, suggested 
P. G. E. Warburton, president of the Incorporated Society of 
British Advertisers, addressing Leicester Publicity Club’s first 
luncheon meeting of the present season. 


“But,” he said, “there is no reason 
to think that commercial television 
will damage the interests of older 
advertising media.” 

There would be some fluctuations 
for a time, but those media that 
offered value for money were likely 
to get plenty of support from adver- 

rs. In America, he pointed out, 
all media had advanced while tele- 
vision had developed and sales had 
advanced more than in proportion. 

Mr. Warburton said that a city 
of progressive industries like Leices- 
ter was bound to be keenly interested 
in advertising, and he wondered if 
it were not time for a branch of the 
ISBA to be founded there. 

Such branches had already been 
found useful in Lancashire, York- 
shire and Scotland. 


24-week course 


The Publicity Club of Leicester, 
in conjunction with the local educa- 
tion authorities, has organised a 24- 
week course entitled “Advertising : 
The written word; the spoken 
word.” 

The “written word” is designed 
to meet the basic requirements of 
advertising, and the “spoken word” 
will help students to become more 
proficient with a most important 
advertising tool, speech. The two 
subjects will be dealt with alter- 
nately. 

The course is designed to help to 
stimulate an even better apprecia- 
tion of advertising. Each talk will 
be given by a person well known in 
local advertising circles, and who is 
an expert in his or her particular 
field. It commenced on Tuesday, 
September 14, and is open to all 
who are interested in advertising, 
not just those employed in the 
profession. 


Fleet Street 
Column Club 


Athletes at 


lunch 


On Monday, the Fleet Street 
Column Club entertained to lunch 
Jack Crump, the honorary secretary 
of the British Amateur Athletic 
Board, and team manager, and 
athletes Jean Desforges, the Euro- 

an long-jump champion, Shirle 

mpton, Brian Shenton, Derek 
Johnson, Jack Parker, and Gordon 
Pirie, sportsman of the year, Mem- 
bers heard from them their achieve- 
ments this year, and their hopes for 
the future. 

Jack Crump explained how British 

restige in the athletic field was 

Iping commerce abroad, as we 
were still considered the best sports- 
men. The athletes themselves asked 
for full consideration from em- 
ployers for the time off necessary to 
compete and explained how much 
moral support and _ enthusiasm 
helped them on the field. 


Club News 


Thirty Club 
Glanvill Benn is 
new president 


At the annual meeting of the 
Thirty Club of London, the follow- 
ing officers were elected: president, 
E. Glanvill Benn; vice-president, 
Hubert Oughton; honorary 
treasurer, Stuart Mander; honorary 
secretary, Andrew Milne. 

In addition to the officers, John 
Coope, L. W. Needham, A. Pember- 
ton, Gordon Boggon, E. M. I. Bux- 
ton, Norman Moore, G. O. Nickalls, 
R. A. Bevan, and George Simon 
were elected to the commitice. 

Before the meeting a _ four-ball 
Stableford Bogey competition was 
held and resulted in a win for L. M. 
Masius and George Simon with 
36 points, Runners-up were Stuart 
McClean and Andrew Milne, with 
35 points, after a tie with Arthur 
Fuller and E. Glanvill Benn. The 
hidden nine-hole prize was won by 
Hubert Oughton and Stuart Mander. 
Winner of the putting prize was 
Arthur Fuller, after a tie with L. W. 
Needham, and the “surprise’’ prize 
was won by Alfred Pemberton and 
G. O. Nickalls. 


Sheffield 
Diploma lectures 


Primary object of a course of lec- 
tures to be run by the Publicity 
Club of Sheffield, in conjunction 
with the Sheffield Education Com- 
mittee, is to enable members to 
= the Advertising Association's 

iploma Examinations. The course 
will also be open to members, how- 
ever, wishing to “brush up” their 
knowledge of advertising 

Subjects on this year's syllabus 
are advertising presentation and 
design, reproduction, psychology, 
and media 


in brief 


Ex-Chief Supt. R. Fabian ot 
Scotland Yard spoke at the opening 
meeting of the season of the Pub- 
licity Club of Wolverhampton. . . 
Annual meeting of the Manchester 
Publicity Association will be held 
at the Café Royal at 11.45 a.m. on 
October 7, followed by the opening 
luncheon of the pe. an 
Friday, October . the Rape 
Advertising Club will hold a Tom- 
bola night in aid of NABS. ... The 
Publicity Club of Lendon’s public 
speaking section will hold its opening 
meeting on Tuesday at the Blacka- 
moor’s Head, Whitcomb Street 
A. P. Cooper has been elected chair- 
man of the Norwich Publicity 
Association 
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Miss Vera Thorne receives the Crawford Cup from the Lord Mayor 
of London, Sir Noel Bowater, while Miss Sylvia Weinberg, chairman 
of the Publicity Club of London, looks on. 


Lord Mayor presents first Crawford 
Cup award for 25 years 


Mackintosh Medal 
| 


| . 
nominations 


| Those wishing to submit 
| nominations for the recipient 
(of the Mackintosh Medal, | 
j;awarded for personal and) 
| public services to advertising, 
;are reminded by the Adver- 
| ising Association that these 

| must be sent to the Associa- | 
| tion not later than October 1. 
| Present holder of the Medal | 

is G. R. Pope of “The Times.” 


Nottingham 


Canadian prospects 


The first luncheon meeting of the 
winter session of the Publicity Club 
of Nottingham was addressed by 
T. A. Hooper, of the Canadian 
National Railways. He stressed the 
opportunities which Canada offered 
to industrialists from Britain, and 
how she welcomed British capital. 
Excellent opportunities were also 
available in Canada for the emi- 
grant, particularly in agricultural 
and heavy industries. 


The Lord Mayor of London, Sir 
Noel Bowater, who is president of 
the Publicity Club of London, was 
present with the Lady Mayoress at 
the club’s “get-together” at the 
Waldorf Hotel on Monday, when 
the Crawford Cup was presented to 
Miss Vera Thorne for her winning 
entry in the competition to advertise 
London to Londoners. 

Miss Sylvia Weinberg, club chair- 
man, said that entries for the contest 
had been received from the pro- 
vinces and they were proud that it 
had been won by a member of the 
London Club who was, morcover, 
the only woman entrant. 

Miss Thorne was member of the 
campaigns division of the Central 
Office of Information and fiad been 
a member of the Club for just over 
a year. Her emry, entitled “London 
Pride,” was a completely integrated 
scheme for exhibiting to Londoners 
the things of most interest to them 
and of getting their collaboration 
in publicity. 

Making the presentation, Sir Noel 
said that the City had perhaps been 
too modest about publicising itself 
in the past. He hoped that it would 
be possible to benefit from some of 
the recommendations made by Miss 
Thorne. 

Miss Thorne acknowledged the 
award of the cup, which was accom- 
panied by a cheque for £10. This 
is the first time the Crawford Cup 
has been competed for, for 25 years. 


Friday, September 24 
IPA Week-end 
Peter's Hall, Oxford 
COMMERCIAL MOTOR TRANSPORT EX- 
nierTion. Earls Court 
YOUNG NEWSPAPERMEN'’S ASSOCIA- 
T1ON Annual Conference Prince 
of Wales Hotel, Southport 
MASTER SIGN MAKERS’ ASSOCIATION 
YORKSHIRE BRANCH Annual 
dinner and dance. Parkway Hotel, 
Leeds 

Saturday, September 25 
INTERNATIONAL SCREEN ADVERTISING 
Seavices Film Festival, Venice. 

'TAN ADVEATISING CONFERENCE, 
Venice. 

Monday, September 27 
REGENT ADVERTISING CLUB Creative 
Group Subject: “Who Reads 
Copy Anyway’ 6.30 p.m 
BUSINESS EFFICIENCY EXHIBITION 
Manchester, 

HOME AND BRAUTY FESTIVAL, Lan- 
caster 

PUBLICITY clus or LONDON 
meeting to view bound volumes of 
the club's history. Aldwych Club 

Tuesday, September 28 


PUBLICITY clus OF 


course St 


LONDON 


ADVERTISING 


DIARY 


speaking section's first 
meeting Blackamoor'’s Head, 
Whitcomb St., W.C.2 
REGENT ADVERTISING CLUB Tuesday 
lecture, P. L Stobo on “Cam- 
paign Planning 6.30 p.m 

Wednesday, September 29 
naos Autumn Meeting, Sunning- 
dale G 
PUBLICITY CLUB OF NOTTINGHAM 
Brains Trust. Bell Hotel, Beast- 
market Hill. 7.30 p.m 
(DEAL HOME EXHIBITION, sponsored 
by the Birmingham Mail. Bingley 
Hall, Birmingham 

Thursday, September 30 
PUBLICITY CLUB OF THE COTSWOLDS, 
D. W. Last on “The Public Ac- 
ceptance of Advertising An 
Opportunity for the Clubs." Fleece 
Hotel, Gloucester. 7 p.m. (Dinner 
6.30 p.m.) 
PUBLICITY CluB OF LeeDs. Three- 
Decker Dance. Capitol Ballroom, 
Meanwood. 7.30 p.m 
SOCIETY OF TYPOGRAPHIC DESIGNERS 
Inaugural lecture by Mrs. Beatrice 
Ward, Monotype Lecture Hall, 54 
Fetter Lane, Be 4. 630 p.m 


Public 
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CURRENT ADVERTISING 
(Continued from page 652) 


's child is full of woe 
Thursdays child has far to go.. 


SSS eae i) 


- nee 
SLB f BREAD 


} 
Se Reenter Rhone Achim, Co Watton | 
. th Artie —s 


St. Brendan's Bakery, Arklow, have 
appointed O'Keeffe’'s Advertising 
ervice, Dublin, for a campaign 
using 8 in. by 3 column spaces in 
the leading provincials covering 
South-east Ireland, with colour 
filmlets in cinemas in the area 

dealer aids in support. It is believed 
to be the largest campaign yet 
undertaken on behalf of a provincial 
bakery. One of the press adver- 


a splash 


Heavy autumn advertising has 
been launched for the Associated 
Bulb Growers of Holland by the 
agents, Dolan Davis Whitcombe & 
Stewart Lid. 
ges in colour in Picture 
Post and Illustrated are being 
followed by half-pages in Woman, 
and Woman's Own. Next week 
there will be half-pages in colour 
in Illustrated and John Bull, and 
throughout October there will be 
twelve half-page full colour inser- 
tions in Picture Post, Illustrated, 
John Bull, Woman and Woman's 
Own. 

In addition there will be whole 
pages, black and white, in the 
gardening press. 

To stimulate the final sales drive 
in the last two wecks of October 


Big pet food 


drive 

What is deseribed as “the most 
ambitious advertising campaign 
ever undertaken in the field of 
pet foods” is being prepared by 
Masius & Fergusson Ltd. for 
Chappie Ltd. They have 
planned a “Pets and Profits Fort- 
night” from October § to 
November 15, and the advertis- 
ing budget for the period, it is 
stated, 4 Chappie Ltd. in 
line with biggest national 
advertisers. 


and in November there will be three 
8in. double column advertisements 
in thirty-nine provincial newspapers 
covering the entire country. 

Colour prints of over 222 varieties 
of Dutch bulbs are being supplied 
to retailers as sales aids. A window 
display competition has been 
organised with £100 first prize, five 
second prizes of £25, and twenty 
third prizes of £10. 
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@ DISPLAY CONVENTION continued from page 607 
————$—— 


‘How to make point-of-sale 


sell more, cost less’ 


sketches and a competitive quo- 
tation, Could not a sub-com- 
mittee of their trade association 
be set up to study the theory and 
application of display in all its 
aspects? If display people did 
not have the answers to questions, 
somebody else would, and the 
display industry would remain in 
its present position. “I think we 
shajli see a complete interchange 
of advertising personnel from 
agency to display and vice-versa,” 
said Mr. Blundell. “It is abso- 
lutely essential that we get new 
blood into our industry that 
can bring new thought to our 
problems.” 

Eliot Warburton (president, 
Incorporated Society of British 
Advertisers) emphasised that dis- 
play pieces must tie in with the 
rest of the advertising and selling 
campaign. The advertiser himself 
wanted from the producer of dis- 
play material suggestions as to 
original and effective display 
pieces, which would fit into the 
general advertising plan, informa- 
tion which would help him to 
decide the value of such pieces to 
him. Such information could 
only be obtained by independent 
research. 

Of one thing Mr. Warburton 
was convinced: if the advertiser 
provided display material, he 
ought never to have to pay the 
retailer for showing it. If the 
sale of goods resulting from the 
display did not pay the retailer 
for the space given, it certainly 
could not be profitable to the 
advertiser to pay for this as well 
as the display material. 

P. L. Stobo (S. H. Benson, 
Ltd.) said that advertising cam- 
paigns were best planned as inte- 
grated selling efforts, and the way 
in which the selling arguments of 
campaigns were put across in the 
various media was an important 
but secondary stage in the de- 
velopment of the campaign as a 
whole. “I hope you will not 
mind, therefore, if 1 adopt the 
attitude that the point of the Con- 
ference is how to make point-of- 
sale material sell more goods for 
less money, and not how as 
an end in itself to sell more 
material,” he said. 

F. W. Clements (president, 
Display Producers’ and Screen 
Printers’ Association) alleged 
that much of the bad display 
material in use to-day was created 
by the bad advertiser who had 
no qualified staff of his own, and 
who would not use an agency or 
a reputable firm of display 
makers to advise him on his 
problems, 

On the other hand, good dis- 
play material was often badly 
used. It might be damaged in 
transit, or the display for an 
electric razor might stand on a 
washing machine! It was para- 


doxical but true that many a 
good advertiser would pay a 
good price to get the best display 
material possible but will grudge 
even the smallest cost for good 
cking and the final placing of 
is display material. His interest 
seemed to wane when once the 
material has been produced. 
The advertiser must be 
educated into realising that it 
would pay him to get professional 
advice on his display problems 
and, secondly, that having 
obtained this advice, paid a fair 
price, and obtained good display 
material, he should employ pro- 
fessional display men to place it. 
The Convention was sponsored 
by Display and organised by its 
editor, Arthur Symes. 


The Pyro pendulum motor, now 
being used to operate animated 
showcards, was featured on the 
stand of Pictorial Display Ltd., and 
A. A. Displays Ltd., at the National 
Display Exhibition. One torch 
battery will operate it continually 
for a month. 


4-page ‘Times’ 
Dunlop feature 


Under the title of “Dunlop a 
Commonwealth of Industry” a 
four-page supplement appeared 
in The Times on September 16. 
The Dunlop Co. arranged the 
feature as _ of its general pro 
gramme of institutional advertis 
ing, which is continuing under 
the theme “Dunlop makes things 
better for everyone.” 

Dunlop's agents are Charles P. 
Higham Ltd. 

The articles, dealing with the 
activities of the company at home 
and abroad, indicated the scope 
of its interests in the branches of 
the rubber and allied industries. 


Dates for the BIF 


The dates for the British Indus- 
tries Fair (inadvertently omitted 
from the advertisement on page 
641), are May 2-13, 1955. 
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New captain of 
IPA Circle 


The autumn golf meeting of the 
IPA Golf Cinds A, a ene. 
worth > her . When 3 
vloerf tom peted. High winds and 
a waterlogged 
course ma 
high scores the 
order of the 
day. 

The main 
trophy of the 
day, the John- 
son Challenge 
Trophy, was 
won by P. 8. 
Baker (John 
Haddon Ltd.), 
with a score 
of 95 18 = 
77. Runner-up 
was the pre- 
vious holder 
H / 


“ag 


inf 


P. S. Baker , 
Sawtell (G. Street & Co., Ltd.) with 
94 — 16 = 78. Winner of the open 


medal round was P. W. Needham 
GU. Walter Thompson Lid.) with a 


score of 73 2 = 71. Mr. Baker's 
score enabled him to win the Lionel 
Jackson Challenge Trophy for the 
best net combined aggregate at the 
spring and autumn meetings for 
this year, He becomes the new 
captain for the next year. 

At the annual meeting which 
followed the prize-giving, H. EB. K. 
Sawtell expressed his wish to retire 
after five years from his post as 
honorary secretary and treasurer. 
W. G. D. Softly (Willings Press 
Service Lid.) was unanimously 
elected his successor. 

The new committee of the Circle 
is to be composed of the captain 
the secretary, A. D. Ensom a 
H. EB. K. Sawtell, 


Chestfield Get- Together 


Sack of whelks 
for best caddie 


The fifth annual golf get-together 
at the Chestfield Club, hitstable, 
was held last Friday. Thirty-six 
players competed for some attractive 
prizes, and the guest of the day 
was Alec Dorling. 

The morning round off neadjons 
resulted in a win with a net of 
for E. H. Roberts (LPE), who also 
took the Sporting Record Cup and 
replica for Agents and Advertisers. 
The second prize went to Gordon 
Millem (Fillery’s) and the best 
scraich score prize to R. Hargreaves 
(Radio Times) 

The best first and second half and 
hidden holes prizes went to W. 
Howell (AP), Georp Jackson and 
A. Mclsaac respectively. 

Afternoon foursomes resulted in 
a win for George Jackson and Eddie 
Wills with Gordon Millem and Ken 
McDowell second. 

Ray Nash won as the best 
“rabbit” and Harold Crossley with 
the highest return, while Bill Austin 
carried home the sack of whelks as 
the best caddie for the day 

The organisers, Ted Roberts and 
Bill Hibbitt, have gratefully acknow- 
ledged prizes from the London Press 
Exchange, Sporting Record, Hulton 
Press, Teddy Hull, Bill Chappell, 
George Jackson, Jack Everett 
“Doc” Gibbons, R. H. Clark a 
Phil Lee. 
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CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display ome | oe 
| APPOINTMENTS WANTED, per lime, 35s. per display panel inch. 


2 classifications, 4s. per line, 45s. yt aK. pune inch. Mickaom. 3 limes. , 4, + a 


LAYOUT MEN 


| advertisements under seven \asertions MUST. BE BE PREPAID. Address - Advertioes’s | 
REQUIRED 


SerpremMBer 23, 1954 


APPOINTMENTS VACANT 


PUBLICITY 
MANAGER 


required in London. 


Weekly,”’ 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT — | | Ability to produce advertise- 


Situations Vacant : ‘‘ The engagement of persons answering these advertisements must ments, sales literature and 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment organise mailing. Knowledge 


Experienced visualiser with good Agency if the a ant is a man aged 18-64 inclusive or 2 woman aged 18-59 inclusive of all aspects of print buying 


mings Nc 


the agency business from the 
inside and can see a job through 
from visual to proof—wunaided. 


. . * 
Younger layout man with agency 
experience, able to give accurate 
type specifications. One who can 
really use a pencil 


Our staff know of this advertisement. 
ART DIRECTOR 


Box 8911 
Advertiser's Weekly 180 Fleet St EC4 


design and type sense, who knows unless he or ’ o 


SPACE BUYER wanted for growing 
agency in City area, Must be experi- 
enced in schedule planning 4nd have 
comprehensive knowledge of National, 
Provincial and Technical Press. Ability 
to type desirable but not essential. Suit 
young man or woman, aged 23.28 
years, at present assistant and wishing 
to improve position. Write, in confi- 
dence, stating age, experience and 
saiary required, to 
Box 8921 Ad. Weekly 180 Fleet St BC4 

SHORTHAND TYPING plus versatile 
secretarial assistant required by Con- 
sultants dealing with Publicity. P.R., 
Exhibitions Scope for organising 
ability 
Box 8904 Ad. Weekly 180 Fleet St PC4 


employment, is exceoted from the owrovisions of the 
of Vacancies 


Order 1952." 


GENERAL 
ADVERTISING 


requires 
Production Assistant 


This is a junior post for a young 
man with some agency experi- 
ence who has already completed 
his National Service, and offers 
good prospects to good worker. 


Apply : 

Mr. S. G. Miller 
GENERAL ADVERTISING CO. 
OF LONDON LTD. 

18, Charing Cross Road, W.C.2. 
Covent Garden 286! 


ASSISTANT SPACE BUYER required 


Must have Agency experience in pre- 
parine schedules and thorough know- 
edge of media. Write, stating details 
of age, experience and salary required, 
to Secretary, Greenlys Ltd., 9 Berkeley 


Street, W.1 


ALLARDYCE PALMER 


Require PRODUCTION MAN 


age 22-25 years. Excellent opportunity 
for advancement. Pension scheme. 
Five-day week. 


Apply ceaeee Paimer Led., 
109 ingsway,. w.c2 


essential. Previous experience 
of copywriting in medical or 
similar work an advantage. 
Salary according to qualifica- 
tions. Write: 

Box 8908 
Advertiser's Weekly 180 Fleet St €C4 


LONDON Letterpress, Colour and 
General Printer requires Representa- 
tive with a connection. Every help 
hes to build up a good ye 

odern plant and good service 
one other representative on = 
Write in full confidence to 
Box 8735 Ad. Weekly 180 Pleet St BC4 

WREE INTEREST. We need an Adver- 
tising Salesman for export journal. 
The right man will get an interest free. 
Box 8482 Ad. Weekly 180 Pleet St BC4 


WRIGHT ARTS LTD. REQUIRE 
ADDITIONAL EXPERIENCED 
RETOUCHING & GENERAL 
ARTISTS, ALSO IMPROVER 
"PHONE FOR AN APPOINTMENT 
Studio Manager, 
WRIGHT ARTS, LTD., 
49 Old Bond Screet, W.! 
Tel.: MAY 1940 


SILK SCREEN Cutters and Printers. 


Highest wages for expert craftsman. 
London only 
Box 8901 Ad. Weekly 180 Fleet St BC4 


LETTERING 


Vacancies occur for a first-class 
lettering man and an improver with 
several years’ experience. Busy 
organisation working for national 
accounts, Five-day week. Ring 
Secretary for appointment. 
HOL. 7144 1676. 


London W.!. Studio requires one 
or two really top line Letterin 
Artists also General Artists for s 
pon yews peel Very good salary for 
very good m 
Please give full ‘details of experience, 
etc., to 

B ty? b—— ~ Sa A 

» oo sT., wW.! 
RO. 2585 


ILLUSTRATED 
NEWSPAPERS 
LIMITED 


invite applications to be made for important 
positions in the Advertisement Department of 


The SPHERE 


(a) Senior Advertisement Representative 
(b) Junior Advertisement Representative 


Applicants for (a) should be not more than 
forty years of age, and have had some years’ 
experience and suitable connections with 
leading London Agents and Advertisers. 
Applicants for (b) should be approximately 
thirty years of age, with selling experience 
including advertisement space. Drive, initia- 
tive, and ambition essential. 


Please apply by letter giving details of qualifications, which 
will be treated in strict confidence, to; 


William W. J. Studd, Director, 
Illustrated ne Ltd., Ingram House, Strand, 
ondon, 


Typographer 
wanted 


by large Agency in the West End 


This is an opportunity for an 
experienced man to work on 
a wide range of National Press accounts. 
He will also be required to work on 
a variety of high-class printed matter, 
including brochures, booklets, etc. 
Write details of experience, etc., to: 


Box 8785 
Advertiser’s Weekly 180 Fleet St EC4 


oo APPOINTMENTS VACANT 
pF ons | 
hie | 
“ Po | 
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SeErreMBeR 23, 1954 


PRODUCTION 
ASSISTANT 
REQUIRED 


by London Agency to work on an 
interesting group of National and 
Trade accounts. Progressive position. 
Applicants must be experienced in all 
mechanical stages of production and 
able to work without supervision. 


Please send details of experience, age 
and salary required to 


Box 8922 
Advertiser's Weekly 180 Fleet St €C4 


APPOINTMENTS VACANT ff 


ADVERTISEMENT Representatives (2) 


wanted by Trade paper. 
agreement. ‘Phone 
anager 


Advertisement 


for appointment 


Central 


Terms by | 


5985 or write, not later than October 


16, to 
Box 8905 Ad. Weekly 180 Fleet St EC4 
MAIL ORDER Artists required in Lon- 


don Studio 

age and salary required 

Box 8917 Ad. Weekly 180 Fleet St BC4 
YOUNG LADY required to assist in 

Space Department of West End Adver- 

tising Agency. Must be good at figures. 

9.30 to 5.30. No Saturdays. Canteen. 

Apply in own handwriting, stating age, 

experience and salary required, to 

Box 8903 Ad. Weekly 180 Pieet St BC4 


Write, stating experience, 


CAN 
YOU 
WRITE 
COPY? 


oP to a logical marketing 
brief... copy in which you 
can justify every word you 
write .. . copy which may 
spring from your own ideas 
or from someone else's. 
And can you do this often 
and well? If so, and you 
have some three years’ 
agency experience, there is 
an excellent job (well paid 
and with great responsi- 
bility) awaiting you at LNP. 
Write or ‘phone with 
whatever details you may 
think necessary, to the 
Copy Chief, Legget Nichol- 
son and Partners, 17-19 
Stratford Place, London, 
W.1. GRO 3311. 


P.S.—A crafty glance at the 

Blue Book will show you we're 

fo agency well worth working 
or. 
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CLASSIFIED ADVERTISEMENTS 


after few w 
writing to : 


Man. Dir., Funditor Ltd., 


ADVERTISING MANAGER 


for med. size eng. firm producing — m/cs. and machine 
tools. Applicants not older than 3 

have engineering or printing background. Capable of writing 
and layout tech, catalogues assisted by comm. artists ; super- 
vising press advertising through adv. agency. Very good pros- 
pects for energ. man with ideas capable of assuming responsibility 
s’ training. State experience, age, salary req. in 


living near London should 


3 Woodbridge Street, E.C.!. 


TYPOGRAPHERS 


Leading London Agency has vacancies 
for capable and efficient staff with 
previous agency experience. 


Write giving details of experience, age 
and salary required, to : 


Box 8782 
Advertiser's Weekly 180 Fleet St EC4 


COPY DETAIL 


Copy Detail man required to 
progress a very rapidly increas- 
ing turnover in West End 
Agency. Good prospects for 
‘an enthusiastic man. Phone 
Managing Director 
PADdington 0073 
for appointment. 


PUBLICITY ASSISTANT, preferably 


experienced in Electrical Engineering. 
Commencing £750 pe. State experi- 
ence in Publicity. anaging Director, 
Permali Ltd., Gloucester 


VACANCY occurs for Woman Journalist 


to fill interesting position monthly 

journal. Interest in household 

appliances essential: knowledge of 

them an asset. Apply in strict confi- 
giving age, experience and 

salary required, to 

Box 8902 Ad. Weekly 180 Fleet St BC4 


COMPETENT DRAUGHTSMAN to 


prepare working drawings from exhibi- 
tion stand designs. Good salary and 
conditions. Please apply by letter to 
The Chief designer, lympia Ltd., 
Kensington, W.14 


Advertising agencies demand 
FIRST CLASS 


RETOUCHING 


Studio Briggs have vacancies for 
artists capable of carrying out 
this work in black and white 
and colour. 


Phone for appointment. 
MUS 8434, 


CREATIVE ADVERTISING 
ARTISTS LTD. 


6/9, East Harding Street, £.C4. 
City 8101/3. 


Required, experienced LAYOUT 
ARTIST with knowledge of typography, 
and experienced RETOUCHER to 
join a busy team working under 
excellent conditions. Salary according 
to qualifications. 


WRITE OR PHONE FOR 
APPOINTMENT 


don advertising studio 
‘Phone: CROydon 3930. 


LETTERING ARTIST required by Croy- 
London salary 


| 


| 
| 


APPOINTMENTS VACANT 


ADVERTISER'S WEEKLY 


GRAHAM & GILLIES 


want more 


PRODUCTION 
MEN 


Our Production Dept. must be 
enlarged. We will interview 
all applicants keenly interested 
in Production Work and who 
wish to progress in a rapidly 
expanding Agency. 
Salaries paid will be generous; 
especially to those men (or 
women) whose keenness indi- 
cates their ability to handle 
efficiently a vigorous job of 
work, 
Please write stating age, ¢x- 
perience and salary requi 
to:— 
P| Personnel Director, 
Graham & Gillies Lid, 
37 Golden Square, W.1. 


BOOKKEEPER required for sdvertising 


agency bought ledgers Good 

and ts to experienced «& 
cant, rite fully, in 

stating age, experience, wage, etc., to 
Managing Director, 

Box 8701 Ad. Weekly 180 Pleet St BC4 


work. 


Layout Artist 


We believe that what we want is a 
very good layout artist ; if that term 
is too old-fashioned, however, we 
would settle for a very good visualiser! 
He would work largely on one im- 
portant consumer account, and should 
have a good design sense, the ability 
to put in a slick presentation rough 
—and preferably have had some ex- 
perience of display and showcard 
Please apply—preferably in 
writing—stating age, experience and 
salary required to 


CRANE PUBLICITY LIMITED, 
Adam House, |, Fitzroy Square, W.|. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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RETOUCHERS AND | =f 4) 0 me man ye 18-64 inctusive or 2 woman aged 18-59 inctustve 
or ae is excepted — provisions of the 
a LETTERING ARTISTS | | WR 
+ toad | Secretarial Shorthand/Typist | ITER 
5 CENTRAL ART Advertising Assistant to act as right-hand 
ie (Permanent Staff only) Department to executive in charge of printing and man to chief copywriter 
a ideal Conditions and ’ publications department of large | | : 3 ; 
é top rates of pay. Copywriter | | organisation in Cambridge required. | | in expanding medium 
* Phone or write to - Advertising, eb aieaies ant W 
YOU HAVE... | | sseeceenes Se trseerensoeteteree sized West End agency 
6, 3 Mr. R. TREBLE a F ond erentive, works Good " 
' 309 OXFORD ST.,W.1. MAY 8907 all-round grounding in | salary for right applicant. working on Consumer 
P ; advertising, the ability to Box 8789 | : 
i ASSISTANT he M Re- 
‘ search Dept of © London Advertising write sound copy for Advertiser's Weekly 180 Fleet St €C4 ane ‘Pemaion assets. 
es Agency Wouid suit young lady having technical and non technical Ve ood ros 
i general atesient or accountancy experi- literature, some experience LEADING CATHOLIC eational Ty @ prospects 
. Box 8790 Ad. Weekly 180 Fleet St ECA gy «Reggae Be | ‘iw assistant for display ection. for up-and-coming man 
, | d t oy . 
Fe smi ' stonaian aud Gaeipans asad proapeste | who is prepared to get 
2 write giving full details of | for right man. Reply, stating age and 
: Ww ELL-KW 0 WN career Uy date, age and salary | solary soqetesd, ¥ iran tee down to it. Salary 
required to x eekiy eet St 4 
ADVERTISING AGENCY Personnel Manager | 4 A poy BeBe - range £700 to £900 
J FRIGIDAIRE DIVISION OF | general Editorial work on a progressive | according to ex . 
requires GENERAL MOTORS LTD., | | i200? cf Spuwrapny End yout oa ict. 
Sta Lane, ~—y | advantage Applicants are invited to 
Pa Fully Experienced T ond adon, N. | write, giving full details of past experi- Box 8906 
+ ° | ence and stating salary required, to 
. | Box 8796 Ad. Weekly 180 Fleet St BC4 
‘ ING ; | | Advertiser's Weekly 180 Fleet St EC4 
PRODUCTION LARGE MULTIPLE Retail Organisation | by mH 8 vn 
in London require young man with Publicity Department of large En- | 
. ASSISTANT experience in direct mailing. Must be gineering organisation. Some engineer- | 
: fae lotere end arronee ‘onteloges.pro- | school cocectins, cad‘ Lnmlan ta pes, | anh eam web vest or hesmiinn 
. d c vd s vi Good | j ~ 3 i ity. i stodio 
¥ Well-paid responsible — ag ideal pe ey week. om oy Mg ond oe po | 4 oun = - 5° > 
position for man or 4g A} Aa’ Weakly 190 Fleet St BC4 a es so. oP | . GA eT ie 
woman age 25-35. ARTISTS, General and Diagram, re- _—— ——. - 
d for filmstri ive-d 
. week Stal have been notified of this 
- vert ° 
Bon 8800 Ad. Weekly 180 Pleet St BC4 
Write giving full particulars to EXCELLENT OPPORTUNITY for T 
Line Photographic Retoucher wi 2 ACCOM PLISHED 
4 Box 8726 Reregegh experience. Also iM 
t 
Street, W.1, GRO 2313 LAYOUT ARTISTS 
wanted by 
| mgs eat CLIFFORD BLOXHAM 
Pe. : wanted for Mail Order Advertising and 
a -man, the other a top- 
all promotion material in a leading London One a sound figure : - Te 
3 Publishing House. Applicant should grade (and preferably creative) etterer, t 
+ have all-round experience and some will be required to produce high-standard 
+ knowledge of advertisement layout pre- layouts for presentation to client, from rough 
sentation. The position offers excellent visuals. Creative ability will be noted and 
opportunities for the right man. All encouraged. 
applications will be treated with strict- Write, giving dejails of experience to- 
est confidence. Please write and supply ned ded ani I: ath 
details of age, experience, qualifications a a 4 
and salary required to Clifford Bloxham and Partners Limited, 
Lion House, Red Lion Street, London, W.C.1 
be Box 8784 
a Advertiser's Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


FREDERICK ALDRIDGE LTD. 
require 
SENIOR LAYOUT MAN 


with at least 5 years’ experience, 
versatile, adaptable and with the 
ability to produce imaginative 
roughs of high presentation 
standard. 


JUNIOR LAYOUT MAN 


Not a job for a beginner. We 
require someone with practical 
Agency experience in adaptation 
and typography. Consideration 
will be given to those who are 
capable of using their own 
initiative. 


© write, phone or call : 
Frederick Aldridge Litd., 1 Whitefriars St., 
London, E.C.4. Telephone: Central 3137 


APPOINTMENTS VACANT 


ACCOUNT 
EXECUTIVE 


Here is an opportunity for a first- 
class advertising man (aged 30/45 
years) with Agency experience, who 
is conversant with marketing, dis- 
tribution and determination of ad- 
vertising policy. He should be used 
to dealing with national accounts 
and ready to contact on a Managing 
Director level. Excellent prospects, 
} good salary, pensions and bonus 
schemes. Write in the first instance, 

stating precisely : experience (in- 
| cluding details of Agency service) 
salary and age to : 


Staff Applications, 


PRODUCTION MAN required by lead- 


$. C. PEACOCK LIMITED 


PRODUCTION /PRINT 
ASSISTANT 


wanted at once in expanding 
West-end agency, thoroughly ex- 
perienced in all branches of 
advertising and high class print 
production. Age 26-30. Congenial 
progressive post—modern offices. 
Apply in writing with full details 
of experience and salary required 
L. B. Singleton Led., 
16, Berkeley Street, W.!. 


VACANCY occurs for Senior Assistant 


in Advertising Department, eventually 
taking over as “mens Applicants 
must be accustomed press layouts, 
copy, catalogue and literature layouts, 
preferably with line drawing experi- 
ence, but not essential Excellent 


| 


DUNLOP RUBBER COMPANY 
LIMITED 


(Overseas Advertising) 


10/12 King Street, 
St. James's, S.W.1. 


require a capable 


PRODUCTION 
ASSISTANT 


The vacancy is for a young man (24-30) 
to take charge of all printed matter 
produced in several languages. Agency 
experience preferred but good know- 
ledge and practical experience of print- 
ing, process and general production 
methods essential. Must be systematic 
and capable of working largely on own 
initiative. 5 day week, pension scheme, 
staff canteen. Write fully and state 
salary. 


ing Manchester Agency. Capable of | 21 LEIGH STREET, LIVERPOOL Seen State nee sed tat jaaegerial | FIRST-CLASS LETTERING ARTIST 
ordering every type of block, also vious experience. Commencing salary sogenee - pee. State present 
typesetting and sufficient skill to pre- £600-£650 oO “Savion. " salary and give details 
oe eee Te hes & [Winton Wa Box 8797 Ad. Weekly 180 Plest & BC4 
Ologravure advertisements ages . ; ‘ ENC 
— to experience . | LAYOUT MAN required by London | apqist required for preparation of AN EXPERIENCED SATEyE ARTIST 
& pe ‘ain Agency. Should be capable of quick, T . : required for studio rite, giving 
Box 8795 Ad. Weekly 180 Fleet St BC4 accurate visuals, finished layouts, have echnical Line Drawings. Call with details and present salary, to 
EXPERIENCED LETTERING ARTIST fair appreciation of typography and a , LL - -—~ Gestet- Box 8548 Ad. Weekly 180 Fleet St BC4 
(male) required for London Studio. enthusiasm to produce the foundations Nis.” ad Lane, Tottenham, | GopyWRITER. Harrods have @ vacancy 
paw § salary and pleasant working for a wide variety of —— : cane ave . for a Copywriter for git Wear, 
conditions | modern print, posters, etc. ry ASSIST ADVERTISEMENT MAN- Furniture and Hardware is is a 
Box 8667 Ad. Weekly 180 Fleet St BC4 salary will be paid to the man we AGER, aged 30-35, required by old- good opening for a keen young man 
VACANCY FOR RETOUCHING want. A pension scheme is in force established trade journal. Must be a or woman with previous experience of 
ARTIST in South London studio, ex- Write in confidence, with full details first-class Space-Salesman. Four-figure a similar character, Write in first in- 
perienced in black and white of age, experience and salary required, salary and obvious prospects for the stance, in confidence, to Staff 
mechanical retouching. Excellent to The Secretary, Roles & Parker Ltd., right man. Applications will be treated Manager, Harrods Lid., London, 
salary. Five-day week. | oer House, 65-66 Turnmill Street, as strictly confidential. S.W.1, giving details of and 
Box 8791 Ad. Weekly 180 Fleet St BC4 E.C.1. Box 8715 Ad. Weekly 180 Fleet St EC4 | salary required. 


TECHNICAL & GENERAL 


Member of the London Press Exchange 
Group of Companies 


experience, 


TECHNICA 


Copywriter 


T & G need another good middle weight 
copywriter to work on a range of import- 
ant national and industrial accounts. The 
right man will probably be in his 30’s and 
will have had at least three years’ agency 
A ready flow of ideas and a 
genuine interest in industrial affairs are 
essential qualifications. 


Staff pension scheme and assurance 
scheme in operation. 
age, experience and starting salary 
required to Chief Copywriter, 


ADVERTISING AGENCY LTD. 
167 HIGH HOLBORN - LONDON - WC! 


Write stating 


L&GENERAL 


AN OPPORTUNITY 


for a young Advertising 
Executive to stand on 
his own feet.... 


A well established West End agency requires the 
services of an advertising executive, age about 
30 years, who feels the need to spread his wings. 
He must be a man of sound ability and integrity, 
able to discuss advertising problems at Director 
level. Whilst he will act as a liaison on existing 
accounts, he will not be expected to rest content, 
but will seek to broaden his talents of contact in 
the commercial world, particularly in the field of 


technical accounts. 


If this is the opportunity you are seeking, write in 


complete confidence to : 


MANAGING DIRECTOR, 
BOX 8907, 
Advertiser’s Weekly, 180 Fleet Street, E.C.4 


(Staff members are aware of this appointment.) 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


LAYOUT 
ARTIST 


required by established, progressive 
agency. Applicants must be capable of 
producing chents’ layouts from visuals 
and retaining the spontaneous quality 
of the visualiver's pencil rough. Prac- 
tical knowledge of typography essential. 
Varied and interesting group of 
accounts, good working conditions. 

write stating age, experience 
and salary required to 


Box 8788 
Advertiser's Weekly 180 Fleet St EC4 


VERSATILE 
ADVERTISING 
ASSISTANT 


Excellent opportunity for young man 
in early twenties with the following 
qualifications to gain experience and 
develop creative potential in busy 
department : copywriting and layout 
ability and experience of all production 
processes connected with print. 
Apply to 
Personnel Officer, 

POLYTECHNIC TOURING ASSOCIATION LTD 

73-77 Oxtord Street, W.!. 

Gerrard 6979 


COMMERCIAL ARTIST required for 


Wall's Advertising Studio. Experienced 
lettering and layout man with ability to 
develop visuals. Apply Staff Manager, 
T. Wali & Sons Lid., 59 Park Royal 
Road, London, N.W.10. 


Vacancy 


for a 
FIRST CLASS 


LAYOUT 
MAN 


We are looking for a 
combination of freshness of 
approach and sound experi- 
ence. This place in our 
Creative Department offers 
wide scope for the applica- 
tion of both. 

Details of experience and 
salary requirements would 
be appreciated 


DORLAND ADVERTISING LTD 


18/20 Regent Street, London, $.W.! 
Phone: WHitehall 0112 


660 


CLASSIFIED ADVERTISEMENTS 


Situations Vacant : “* The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Em 
Agency if the applicant is a man 
unless he the 


or she, or 


ployment 


aged 18-64 inclusive or a woman aged 18-59 inctusive 
i pted ovisions of the 


the or 


r 


ploy . ie D from 
Notification of Vacancies Order 1952." 


PRODUCTION 
ASSISTANT 


if you can produce accurate type 
make-ups and adaptations, order 
blocks, etc., and have gained this 
experience inasmall-size Agency, 
you are probably the man we 
need. If, in addition, you are 
between 25 and 30 and anxious 
to improve on your present 
position, write, giving full de- 
tails including salary expected, 
to 


Managing Director, 


Gilbert Advertising Ltd., 
10 Norfolk Street, W.C.2. 


SAWARD, BAKER require 


LEADING Pharmaceutical House re- 


wires a Medical Copywriter, male or 
emale. Must be able to write clear, 
lucid copy and to work with a medical 
department and a creative team. A 
medical or pharmaceutical background 
is necessary, and he or she should be 
available to work in a South-West 
London area Progressive position 
with voluntary pension scheme in 
operation. State experience, age and 
salary required, Write 

Box 8927 Ad. Weekly 180 Fleet St BC4 


A FIRM of Pharmaceutical Chemists re- 


quire visualiser of experience. Able to 
produce a good standard of contem- 
wary work. Progressive position 
rite, stating age, qualifications and 
salary required 
Box 8926 Ad. Weekly 180 Pleet St EC4 
Invoice 
Clerk for Production Department. 
Applicant (male or female) should be 
able to check invoices for typesetting, 
blockmaking and foundry work and to 
epare rough statements for Accounts 
Bepe. to ty for clients, Write (or 
‘phone Holborn 3721), giving . 
experience and salary required, to W. 
ard Butler, 27 Chancery Lane, 
rod 


‘Phone 


Export Advertising 
Assistant 


REQUIRED 


by a leading cosmetic and pharma- 
ceutical firm. Abovt 26, with ex- 
perience of advertising agency work in 
export, preferably including cosmetics 
and pharmaceuticals in the Colonial 
Empire. Previous residence in these 
areas an asset. Must give evidence of 
creative ability and inclination for 
systematic work. Good knowledge of 
media, production and direct mail 
desirable. He will work closely with 
the U.K. Advertising Department of a 
progressive world-wide organisation. 
Detailed application to :— 


Box 8786 
Advertiser's Weekly 180 Fleet St €C4 


YOUNG ASSISTANT 


(About 20-30 years), male, required in 
Advertising Department (East London) 
of old-established Company to undertake 
administrative work and correspond- 
ence in connection with Outdoor 
Publicity (Signs, Displays, etc.). Good 
knowledge of U.K. desirable. Mainly 
indoor duties, but some travelling 
probable on special cases. Knowledge 
of Town & Country Adve. Regulations 
an advantage. Common sense essential. 
Write stating age, experience and 
salary required to— 


Advertising Manager (Ref. O.C.S.), 
co Dixon's West End Advertising 
Agency Limited, 

1-9, Hills Place, Oxford Street, 
London, W.!. 


PRODUCTION ASSISTANT (male or 


female) for Pharmaceutical House 
Should live in area accessible to 
Kingston. General production experi- 
ence, block ordering, invoice checking, 
costing, etc. Write, giving full details 
and salary required, to 

Box 8925 Ad. Weekly 180 Fleet St BC4 


TRADE JOURNAL PUBLISHERS re- 


quire services of experienced gentle- 
manly representative with a good 
connection among adveftising agents 
and/or manufacturers of bedding, 
cushions, pillows, etc. An interesting 
and progressing post. Salary £500 per 
annum plus generous commission 
Should take £1,000 in first year, rising 
onwards, Must be prepared to travel, 
expenses paid. Preferably married. 

Box 8794 Ad. Weekly 180 Fleet St EC4 


SerremBer 23, 1954 


APPOINTMENTS VACANT 


RETOUCHING 
ARTISTS 


First-class Men required for 
London Studio. Applicants with 
experience Jof technical subjects 
preferred but not essential. Top 
salary and ideal conditions. Hours 
9-5.30 p.m., Monday to Friday. 
Write fully : 


Box 8753 
Advertiser's Weekly 180 Fleet St C4 


COLUMBIA PICTURES Publicity De- 


partment has vacancies for (a) Secre- 
tary to Advertising Production Man- 
ager. Accurate, speedy shorthand and 
typing essential. Required immediately. 
(b) Assistant in Press Office, who 
should have had at least one 
year’s agency or publicity experi- 
ence Applicants must have flair 
for public relations and ability to 
create original ideas and copy. Vacancy 
from end of October. Please write, 
in both instances (not telephone), 
giving full details of experience and 
stating age and salary required, to 
Publicity Manager, Columbia Pictures, 
142 Wardour Street, London, W.1 


ADVERTISING MANAGER required 


by large electrical engineering firm. 
Principal duties will involve the initia- 
tion, collection and development of 
publicity material in collaboration with 
the appointed agency, both for tech- 
nical advertising and literature, etc. 
Supervision of Exhibition arrange- 
ments, photography, and internal near- 
print plant, included. Write, stating 
age, previous experience, qualifications 
and salary required, to 

Box 8793 Ad. Weekly 180 Fleet St EC4 


and copy essential. 


McCann - Erickson 


require 


TRAFFIC 
DEPARTMENT 
CONTROLLER 


must be Agency trained and used to handling 
large National Accounts. 

Working knowledge of Production, Schedules 
Ability to get and keep 
things moving is a first requirement. 


WRITE OR PHONE GENERAL MANAGER 


McCann-Erickson Advertising Ltd. 
BRETTENHAM HOUSE, LANCASTER PLACE, W.C.2 


Advertising 


your Classifieds to CHA 8844 (Ex 25) 
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SerreMBer 23, 1954 iii ADVERTISER'S WEEKLY 


a CLASSIFIED ADVERTISEMENTS 


One of the best-known 


SHOW CARDS, CUT-OUTS 
COMMERCIAL BROADCASTERS ACCOMMODATION PRINTERS ADVERTISING FOLDERS 
in South Africa returning to Britain at 
end 


by phototitho or letterpress (own 
of September. Wide experience photo-litho process plant). 
= oe production, nine "opts . SS , “=. — | SERVICE bg PRINT BUYERS ! yey PRESS LTD. 
MFOPRERD were. — Commercial Artists or Advertis- | ilies s. lecterpress Fine Colour Printers, Bournemouth. 
Radio Director with important machining Sinding and direct mailing, | | Telephone Boscombe 36835. 
Box 6910 BS Sika Shucny in'haattene will than recompense your London Office 98-100 Fleet Street, 
Advertiser's Weekly 180 Fleet St EC4 st In sending us on eneuiry. BCA. Phone : CENtral 1740. 
| | LINCOLNSHIRE CHRONICLE 
VERTISIN 3 General SPACE REPRESENTATIVE, Londos 
oe) years Agency tnd spasupens em COURSES Weamelte tessa? tae _ based, Proposition wanted. 100 mile 
fern, Southern England cur Som 4 Leen ee Liternennnasend Box 8547 Ad. Weekly 180 Pleet BCA 
industria! 
Box 8742 Ad. Weekly 180 Fleet St BCA A.A. THIRTY GUINEA | Print 
“HAND - PICKED” SECRETARIES | i Long 
available. The W 67 AWARD goes to LC.S. | | FREE LANCE SERVICES queves ! — No fear 
_Wi St.. WI jer 99S1/2/3. ' i MAPS 4 ae ‘ all By the addition of new plant, we now 
MAN of wide euperiente souks paces | Student * In the May 1954 designed an vewe tof po Fe capacity pd tag-cun 
ommer in England. | let ssociati Examina- poses. ! rintin monochrome colou 
ye ie of Comumescial Sanne a wom —. Box 8923 Ad. Weekly 180 Fleet St BC4 odeume re oe aawene , tan 
s br . a | be humming 20 minutes from... 
Bos 378) Ad. Weekly 180 Fleet St Ea | | MR. S. N. SHAMSIE- gine’ top ey adet tad’ Bechara eee em | | Snene Gteenew SOU Sib. 
VISUALISER /TYPOGRAPHER /LAY- | | Place in Division “D” and the | | CITY PRESS, 29 Gorbals Street, 
OUT ARTIST seeks Executive ~ Ay Sd Sew Py bes J 8549 Ad. Weekly 180 Fleet St BCA | G , C5. 
Box 8913 Ad. Weekly 180 Fleet St i r ou ing § R A of 
ASSISTANT ART DIRECTOR (creative) by 1.C.S. Students were : a | warms i, “Pookie, 
on national accounts wishes to have Second in Division ‘ C.’ / de b i 
fall control of studio. Any offers? First, i and third places in | | pw Pe ma = rr = vy ‘ioe. MISCELLANEOUS 
Box 8914 Ad. Weekly 180 Fleet St BC4 | yt a aay <n : | | 6 St, Paul's Road, Barking, Essex | 
PHOTOGRAPHER requires change x passes v ° 
highly experienced Agency/Art Studio $ Twenty per cent. of all successful MAPS are our speciality. The Langnore | eae ans chee oe 4 ~~ 
work candidates were 1.C.S. Students. | — —— tee tea mw, B@---aseke - , om. — 
Box 8915 Ad. Weekly 180 Fleet St EC4 inpeonetionst Correspondence Schools ta “ae ss Ope enormous model files contact Philip 
gfier comprehensive. and up-to-date | | FECHNICAL ARTISTS required with | G0U0p Photographs Limited, 24 Ken- 
rses in ara . " 
ACCOMMODATION both the As AA. ‘ond the ipa Exams. | "sound engineering knowledge a .ak Sweet, W.8. Tel: 
Allcandidates arecoached untilsuccess- | | telephone Barrington, COV 1621 ‘ 4 : 
a = STUDIO SPACE available for ful. We also give specialised training | SALES LETTERS—the interesting kind. PHOTOGRAPHIC COPYING FOR 
Free Lance artist. In Fleet Street. in COMMERCIAL ART, POSTER DESIGN, | | Truthful, unexaggerated—written to do | ARTISTS (line, tone or colour origi- 
Box 8918 Ad. Weekly 180 Fleet St ECA LETTERING and SIGN WRITING. a real selling job. You'll be delighted! | ais), Orders received first post des- 
TO LET, furnished or unturnished, Write today for free book to DEPT. 26 _ Box 8781 Ad. Weekly 180 Fleet S: BC4 | tched same day. Competitive prices. 
Suite of Offices (near St. Paul's), INTERNATIONAL CORRESPONDENCE FREE LANCE ARTIST requires product ample; 4 pl. neg., | Li » Ss. PP. 
penne 4 separate offices ogee. 300 SCHOOLS, International eee. illustration Work of exceptionally Inquiries invited. A. . Mullard 
ft.). 2 telephones. Wri Kingsway, London, W.C.2 high standard. 2 Lm ge 3! . ns 
Box 8928 Ad. Weekly 180 Fleet St BCA Box 8685 Ad. Weekly 180 Fleet St BC4 LIB 1728 


APPOINTMENTS VACANT APPOINTMENTS VACANT 


| 


Personal Assistant to 


C. Pp. V Woman Director of 


Important Advertising Agency 


1 i A quite exceptional opportunity opens for a young, 

need a creative layout artist educated woman of character and attractive per- 
‘ ° sonality. Some creative ability and business 
with sound agency experi- acumen required. Candidates should already hold 


or have held a position of some importance in a 
ence Write giving detail s of first class advertising agency or other business and 


must be able to associate (sometimes take the lead) 


r with men and women at all levels. The post offers 

experience and salary unusually wide scope and carries salary commen- 

surate with immediate suitability and develop- 

. ment. Shorthand and typing would be useful as 
required. 


a quick means of securing specialised knowledge. 
Appreciation of systematic routine, ability to 


control staff and to write factual letters and 
ART DIRECTOR, inci 


memoranda in a convincing and interesting 


“ manner, would be of further advantage. Please 
ite, in full fidence, giving details of educa- 
Colman, Prentis & Varley Ltd, ddan, busine training ond GUE 
34 GROSVENOR ST., LONDON, W.1 ence, age and present salary to W.M.D. 
BOX 8909 


Advertiser's Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


Advertiser's 


REGISTERED 
G.P.O. AS A 
NEWSPAPER 


Advertisers and THE TIMES 


The Times is the only national 
newspaper in which your 
classified advertisement can be 
front-page news 


55/- (overseas) 


STOP PRESS 


HUBERT OUGHTON 
AS DEPUTY AT 
VENICE FESTIVAL 


Hubert Oughton awe a Ww. Ss. 
Crawford oe past. 
By of Practi- 

ay Sy A. GR 
one of judges at the Venice Adver- 
tising Film Festival im place of 
Norman Moore, president of the 
who is at 


"Phone quiz to 
publicise socks 


As part of the campaign to pubii- 


| ooo ow 5S ee eee 


the Captain sock, F. 
Wood & Partners lia. 
phone quiz in Bristol area. 

Public were invited to ring a given 
number and to “ask for Mr. 
Morley.” 

During seven hours of quiz, 248 
callers were asked almost 1,000 
questions. 


Successor to E. W. Clark as dis- 
play assistant in the publicity 
department of the Polytechnic 
Touring Association is H. D. Wood- 
ward, previously with London Co- 
operative Society for four years in 
a similar capacity. 


James Albert Smith, advertise- 
ment manager of the Swindon Press 
Ltd., publishers of the “ Evening 
Advertiser,” “ Wiltshire Herald and 
Advertiser” and “ Football Pink,” 


| is to retire early in October. His 


successor is E. J. Stroud, who 
officially takes over on October 1. 


J. M. Beable, chairman and man- 
aging director of A. A. Sites Ltd. 
successfully underwent an operation 
in the Royal Masonic Hospital, 


| Hammersmith, last week. 


Yardley, using big spaces national 
newspapers, provincials, four colour 


| ads. women’s weekly and monthly 


ford Ltd.); 
using half-page 
and national dailies to 


_ mail order catalogue (Gorings Ltd.). 


Neville Cowan, formerly personal 
assistant to the chairman of Kango! 
Ltd., has joined Samson Clark & 
Co., Ltd., as deputy to Miss G. G 
Thomas, a director. He was with 
W. S. Crawford Ltd. from 1933 te 
1939, and later became overseas 

ertising manager for Yardleys. 


Alan F. Taylor, a former account 


| executive with John Edginton & 
| Co. Ltd., and previously with City 


Published by the Proprietors, BUSINESS wer ATIONS Lid., at their office at 180 Fleet Street, London, E.C.4. oun Chancery 8844.) 
September 23. England by Clements Press 


1954. Printed in St. Press Lid.. . Si, Kingsway, 


London, W 
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HOW TO SELL TO THE ee AC 


THE SCREEN 
ADVERTISING ASSOCIATION 


The Trade Association representing the 
leading Screen Advertising Contractors. 


UR aim is to ensure the highest standards of 


advertiser, the agent, the contractor, the cinema 
production and presentation of advertising on exhibitor and the public. 

All of SAA observe the Code of 
Standards of Screen Advertising Practice. Member- 
with the ISBA, the IIPA and the CEA, and the status ship is the advertiser's guarantee of quality, efficiency, 


the cinema screen. 


members 


Close contact and co-operation are maintained 


and goodwill of screen advertising have never been and service. In arranging your screen advertising 


higher than they are to-day—to the benefit of the campaigns, look for the badge. 


Cinema & General Publicity Ltd., Lyon’s Publicity Ltd., B. Roberts & Co. Ltd., 
35, Upper Abbey Street, 13, Lambert's Arcade, 75, Harrogate Road, 
Dublin. Lower Briggate, Leeds. Leeds, 7 


P. & M. Advert Service Ltd., 
P. A. Cramer & Co. Ltd., dvertising Service Lt¢ 


White House, 
25a, Old Compton Street, 111, New Street, 


London, W.1. Birmingham, 2 


Theatre Publicity Ltd., 
3, Deanery Street, 
Park Lane, 
London, W.1 


The Independent Advertising Co. Ltd., Pearl & Dean Ltd., The Topical Advertising Service, 
33, Dover Street, -€ 
87, Westgate Road, London. W.1 128, Hope Street, 
Newcastle-on-Tyne, |. Jer Glasgow 
j S. Presbury & Co. Ltd., 
Kine-Ads Ltd Gloucester House, Younger Publicity Service Ltd., 
74, Gt. Bridgewater Street, 19, Charing Cross Road, 28, Albemarle Street, 
Manchester, 1. London, W.C.2. London, W.1 
. Publicity Films, Ltd., The Westminster Advertising Co., 
Langford & Co. Ltd., Guild House, Victoria House, 
124-128, Finchley Road, Upper St. Martin’s Lane, Hoghton Street, 
London, N.W.3. London, W.C.2. Southport 


President ; 3. GUY PRESBURY. Vice-President ; ERNEST PEARL. 
Secretary ; LAURENCE G. PARKER, M.A., LL.B. 


3, PORTMAN CHAMBERS, 7,9, BAKER STREET, LONDON, W.1. Telephone ; WELneck 1104 
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; Naturally... 


Sponsors need no 
market research to tell them why 
- GEVACOLOR is the most 
i popular film for Screen Advertising... . 
Its natural colour makes it 


the producers’ first choice. 


‘ 'GEVACOLOR | 


‘cal 


GEVAERT LIMITED - ACTON LANE - HARLESDEN - NW10 - ELGAR 6755 
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All under 
one roof... 


Does the nightingale sing in Berkeley 
Square? We don’t know. But we do know 
that things are humming just around the 
corner in Dover Street , . . at Pearl & Dean 
Ltd. Here you will find 


8 floors... 


. .. full of busy people, all with one aim— 
the making of better advertising films .. . 
advertising films that present many different 


—. 
= 
So 


products in many different ways. Some sell 
with a song ... some with a smile . . . others 
straight from the shoulder. But they all 
sell, In a little over a year we have com- 
pleted 


~ 


281 Productions... 


102 Films — 179 Filmlets ... and the pace 
is still increasing. But we're never too busy 
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to talk to you about screen advertising . . . 


aa oS 


your product can be advertised on most 
of the 


4,500 cinema 
screens... 


... in Great Britain and Northern Ireland, 
including the vital ABC circuit. Screen 
advertising has won its spurs. It is now an 
essential part of any well-integrated cam- 
paign. Let Pearl & Dean show you what a 
power it can be in selling your product. 


PEARL & DEAN LTD 


33 Dover Street London Wil 
Telephone: MAYfair 7494 
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WEEK 


“A film studio that turned out the equivalent of a full-length feature, in colour, every week, would be a 


ADVERTISER'S WEEKLY—Screen Advertising 
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A FEATURE FILM EVERY 


SerrempBer 23, 1954 


FEqualled by TP. screen 


advertising footage... 


phenomenon in the feature production world . . . that, however, is substantially the amount of footage 
shot each week by Theatre Publicity Ltd. . . .” 
In this striking sentence the KINEMATOGRAPH WEEKLY has given an idea of the vast amount 


of screen advertising produced by T.P. 


It is not only in volume, however, that a comparison with 


feature pictures is appropriate; for a guiding principle of T.P. production is that advertising films should 
compete with features both in standards of production and in the interest and entertainment they afford. 
The following recent T.P. films indicate the wide variety of treatments that a company with the resources 


When the SunpAy Express planned 
its serial version of Geoffrey Bocca’s 
“She Might Have Been Queen”, 
T.P. were called in to help with its 
promotion, What more striking pres- 
entation could there be than a film 
made entirely from newsreel material 
to recall the events of those dramatic 
days ? Mr. Baldwin, the then Prime 
Minister is here seen broadcasting to 
the nation at the height of the crisis. 
IN THE YEAR 19%, made for 
Beaverbrook Newspapers Ltd.: Agents 
W. S. Crawford Ltd. 


DEMONSTRATION 


Every housewife has heard of an 
electric mixer—but how many know 
the extraordinary versatility of Ken- 
wood’s Electric Chef? A film is the 
perfect advertising medium for such 
a product and with the number of 
jobs that this new machine can per- 
form, two minutes of fascinating 
demonstration are not too long to 
hold any housewife enthralled, let 
alone interested. 

YOUR SERVANT MADAM, 
made for Kenwood Electrics Ltd. 


of the J. Arthur Rank Organisation behind it can offer. 


Whatever treatment your product demands, be sure 


Is there anything “extra” for launch- 

ing a new beauty product ? Certainly, 
if it’s called Top Secret. This dram- 
atic opening to T.P.’s new production 
for Max Factor gives valuable em- 
phasis to the name of the product, 
yet moves on easily and naturally to 
show what a boon this new hair set- 
ting preparation can be for women 
who care about their hair. 

TOP SECRET, made for Max Factor 
Ltd.; agents Crane Publicity Ltd. 


FANTASY 


A new cereal is being launched— 
Sugar Puff—and a delightful cartoon 
fantasy takes children for a train ride 
in fairyland. But while this film can 
offer all the entertainment of first- 
rate cartoon production, the selling 
story is never forgotten—and an in- 
genious combination of cartoon and 
live action brings the audience back 
to the breakfast table to show just how 
popular this delicious new cereal is. 
SUGAR PUFF, made for Quaker 
Oats Ltd.: agents Erwin, Wasey & 
Co. Lid. 


T.P. will make full use of the unique facilities of the J. Arthur Rank Organisation 


to bias the buying world in its favour. 


THEATRE PUBLICITY LIMITED 


A Company within the ¥. Arthur Rank Organisation. 


3 Deanery Street, London W.1 Telephone GROsvenor 8561 
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THINK that before I ex- 
press my opinions on 
future of screen advertising I 
should like to say, on behalf of 
the members of the Screen 
Advertising Association, how 
pleased we are to collaborate 
with ADVERTISER'S WEEKLY 
and to support the Screen 
Advertising Supplement, which 
has been produced with the 
co-operation of the association. 


Increasing power 


It is not easy to forecast the 
future of an industry which has 
advanced to the extent that screen 
advertising has during the past 
few years and, in particular, in 
the last two or three years. In 
expressing the opinion that we 
look forward, with confidence, to 
the future, I feel I should say that 
this confidence is based on the 
fact that the cinema has become 
an even more powerful medium, 
largely because of the advance- 
ment that has been made in film 
production technique. It should 
be appreciated also that this is 
due not only to the combined 
efforts of the screen contractors 
but also to the advertisers who 
have taken such a keen interest 
in supporting the development of 
this medium. 

I think I can say quite confi- 
dently that it is now generally 
accepted that the conditions under 
which the advertising film is dis- 
played hold possibilities second to 
none. No other medium offers 
an advertisement, in colour or 
black and white, with sound or 
silent, the size of a cinema screen, 
and presented to a spectator who 
is seated and ri ive—a captive 
audience if you like. 

The cinema screen must, almost 
without exception, hold the 
and demand the attention of 
viewer for a period longer than 
would be the case with other 
media. The vast cinema audience 
is, of course, varied in tts make- 
up, but this is no more so than 


in the case of other forms of 
advertising. 

Also, of course, the buying 
habits of the public in various 
parts of the country are known, 
and therefore the cinema adver- 
tisement can be presented to suit 
this aspect of national life. 


Cinema advertising is particu- 
larly useful for mass selling of 
branded goods; for example, 


soaps, soapless detergents, con- 
fectionery, tobacco and cigarettes, 
medicaments, cosmetics, margar- 
ine, cooking fats and household 
utensils. In addition, public 
bodies such as the Coal Utilisa- 
tion Council, the National Coal 
Board and electricity and gas 
undertakings, are regular users of 
the cinema screen. 

It is also known that any big 
concern with a wide range of pro- 
ducts, uses the cinema screen only 
for those to which the mass mar- 
ket applies. To give an example, 
I would mention an oil company 
who have used the film for the 
promotion of petrol sales, motor 
oils and anti-freeze, whereas they 
do not use the cinema screen for 
the advertising of heavy fuel oils. 


Sales philosophy factor 


The direction in which pro- 
duction technique may develop 
is to some extent in the hands of 
the advertiser. So far, treatment 
has ranged between the forthright 
presentation (literal truth), the 
invented drama, and the fantasy 
of the animated cartoon. New 
tendencies will, no doubt, con- 
tinue to depend on the udver- 
tiser’s sales philosophy and on 
his estimation of the balance 
between entertainment and publi- 
city values within the scope of 
the screen time he buys. Possibly 
in time more emphasis on the 
abstract approach will be made, 
for it should be remembered that 
the advertising film is in no way 
bound by any dramatic or 
theatrical conventions. 

Screen advertising is a medium 
whereby the advertiser can j 

accurately the 


very 


- 
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viewers before whom his adver- 
tisement will be placed during 
the period of the campaign. This 
is made possible by figures now 
supplied by screen advertising 
contractors, related to the basis 
on which they charge. In mosi 
cases, this is on a percentage of 
the total seating capacity, 
multiplied by the number of 
performances per week, and in 
turn related to the official returns 
of the Board of Trade. 

In recent months, there has 
been a great deal of publicity 
given in the national press to 
statements indicating that cinema 
attendances have been dropping 
in the past two or three years. 

While this is a fact, it must 
be taken into consideration that 
the number of admissions paid 
for, per week, is still far greater 

than it was in 1939. 


Admissions have risen 


For example, in that particular 
year, the actual paid admissions 
were in the neighbourhood of 980 
million, and while this figure rose 
considerably during the war 
years, and reached its peak in 
the immediate post-war years of 
1946 and 1947, it should be 
noted that, in 1954, the official 
paid admissions were approxi- 
mately 1,280 million—300 million 
more than in 1939. In other 
words, approximately six million 
more admissions were paid for 

week in 1954 than in 1939. 

¢ present audience of about 24 
million per week equals in 
numbers and make-up readership 
of the combined circulation of 
several of our national and even- 
i newspapers, but here again 
this is not strictly important, for 
the reason that the advertiser is 


One other point that has been 


J. GUY PRESBURY, director, S. Presbury and 
Co., Ltd., and president of the Screen Advertis- 
ing Association, opens this special supplement 
with an outline of a medium having— 


Possibilities that 
are second to none 


A Baron study of J. Guy Presbury 
Specially taken for ADVERTISER'S WEEKLY 


has caused a deal of confusion 
in the minds of several adver- 
tisers as to the potential of the 
screen as a medium, is the com- 
plaint by the cinema indu 
that the entertainment tax whi 
is paid on cinema seats is out of 
all proportion to the amount 
charged, and is having a crippling 
effect on the industry. Further- 
more, it has been observed that 
there has been a considerable in- 
crease in the cost of running a 
cinema. 


ments have no relation to the 
value of the cinema as an 
advertising medium. It is quite 
obvious, irrespective of the in- 
crease of the price of 
sions and the proportion 
is paid to the Treasury as 
ees Ss. es Se oe 

ow 


Finally, as time goes on, more 
and more advertisers are turning 
to the cinema screen for advertis- 
ing. Many have learned, by 
experience, the great power of 
this medium. 


Habit-forming influence 


Much, indeed, has been attri- 
buted to the ideas conveyed 
by means of the entertain- 
ment film. Whether this is 
desirable in every way is a 
matter for consideration and dis- 
cussion, but it does show how 
great a part the cinema plays in 
our daily lives. Since the cinema 
has been established over so 
many years as an integral part of 
the life of the country, it can be 

esumed that its habit-formi 
influence will persist, and wi 
the progress that is being made 
with new ideas and techniques for 
film advertising, we can anticipate 
that it will remain a very power- 
ful medium for many years to 


given publicity in the press and come. 
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The development of colour 
infcinematography 


HE inventors and pioneers 
of cinematography did 
not seck merely to produce 
animated pictures, but to re- 
roduce visual images of the 
tee world around them. 
They realised that colour was 
essential, and thus, even dur- 
ing the latter days of the last 
century, when motion pictures 
were first being presented to 
the public, efforts were being 
made to produce colour films. 


Foundations laid 


Progress, however, was slow, 
laborious and costly, and it was 
not until 1915 that the founda- 
tions of the present colour 
systems were laid. Valuable re- 
search work had already been 
carried out by many scientists and 
technicians, but it was during that 

ar that J. G. Capstaff, of the 

odak Research Laboratories, 
produced the original Koda- 
chrome process. In 1935 a greatly 
improved three-colour system was 
introduced by Kodak Ltd., under 
the same: trade name of Koda- 
chrome, The material was widely 
acclaimed for its quality and 
colour-values ; but, unfortunately, 
and for technical reasons, it was 
employed exclusively for narrow 
gauge films, and consequently the 
material did not find its way into 
the professional film studios. 


Fundamentally different 


Towards the end of 1915 a 
coterie of enthusiastic technicians, 
Kalmus, Frost, Comstock and 
Westcott, working in close co- 
operation, produced a_ colour 
system fundamentally different 
from the early Kodachrome pro- 
cess, This system go ay 
became world-famous under the 
trade name of Technicolor. The 
potentialities of the new system 
were quickly recognised by the 
leading film producers in the 
United States, and, during the 
following decade, many outstand- 
ing colour films were made. 

For several years the Techni- 
color Co. oneyes a virtual 
monopoly in the film industry, 
and during the last few years 
their laboratories have been pro- 
cessing colour film at a rate in 
excess of 500 million feet a year. 


Screen Advertising 


By Dr. LESLIE KNOPP 


technical adviser, Cinematograph Exhibitors’ 
Association of Gt. Britain and Ireland. 


After the last war, when greater 
freedom was given to the film in- 
dustry, rapid developments took 
place in other laboratories, and 
new processes appeared on the 
market, Some of these have 
roved to be eminently suitable 
or professional 35 mm. film pro- 
duction, and the principal pro- 
cesses now employed are Eastman 
Color (Kodak Ltd.), Gevacolor 
(Gevaert Ltd.), and Ferraniacolor 
(Societa Ferrania), 

All cinematographic colour 
processes now in general use in- 
volve a three-colour analysis and 
a three-colour synthesis, and they 
differ only in respect as to 
whether, in the intermediate 
photo-mechanical processes, the 
picture images are formed by add- 
ing to a transparent base only the 
information required (additive 
process), or by subtracting from 
a transparent base covered with 
suitable photographic emulsions 
the “information” not required 
(subtractive process). 


Subtractive process 


The subtractive process is basic- 
ally similar to that used in black- 
and-white photography, where 
the entire surface of the negative 
or positive is covered by a light- 


sensitive emulsion. When exposed 
to light under suitable conditions 
in a camera or otherwise, and 
subsequently developed, an image 
containing the required informa- 


tion is obtained. 
necessary to remove or “sub- 
tract” the unwanted and un- 
exposed portions of the emulsion 
and this is accomplished by 
placing she negative or positive 
in a hypo fixing bath. The 
Eastman Color, Gevacolor and 
Ferraniacolor processes are sub- 
tractive. 


Three-colour printing 


A mechanical analogy of the 
additive system, which is adopted 
by Technicolor, is that of three- 
colour printing where three half- 
tone blocks are prepared and 
after the application of ink of 
appropriate colour, the blocks 
one after the other, and in 
correct register, are brought into 
contact with white paper. Thus, 
onl the colour information 
which is required is applied or 
“added” to the paper base. 

These systems, together with 
the receptor apparatus of the eye 
and brain, are shown here 
diagrammatically. Diagram (a) 
shows light from a source which 


It is, however, 


may be natural or artificial fal- 
ling upon an object. The object 
may absorb part of the light and 
reflect a part. It is only the 
reflected part of the light that is 
received by the eye, and its 
quality and character is analysed 
by the photosensitive nerve end- 
ings in the retina of the eye and 
conveyed to the brain, where the 
object in terms of colour, form 
and size will be reproduced in 
consciousness. The photo-sensi- 
tive nerve endings in the retina 
are of two types, those that are 
stimulated irrespective of the 
wavelength or colour of the light 
falling upon them, and those that 
respond differently according to 
the colour of the light falling 
upon them. 

The latter can be grouped into 
the broad terms of a three-colour 
apparatus not greatly dissimilar 
to a three-colour photographic 
or printing process. The differ- 
ence is shown in diagrams (b) and 
(c) which represent the subtrac- 
tive and additive systems 
respectively. 


Keflected | 
In diagram (b) is shown an 
object illuminated by a light 
@ Continued on page 5 , 
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How to choose the most suitable 
system and process 


source as before, and the reflected 
light is directed by means of a 
lens on to a photographic negative 
film of special type and has three 
separate light-sensitive layers, 
each respectively sensitive to one 
of the three primary colours. 
From this three-layer negative 
one or more positives may be 
printed. 

The positive is similar to the 
negative inasmuch that it com- 
prises three separate light-sensi- 
tive layers. The positive trans- 
parency is projected upon a 
screen by means of an external 
light source, the light reflected by 
the screen is received by the eye 
and the original object is repro- 
duced in the consciousness. 


Three filter analysis 


In the additive process 
illustrated in diagram (c) the light 
reflected by the object is 
analysed by three filters and three 
separate negatives are obtained. 
From these are made special 
types of positives or matrixes 
which, for the purpose of 
analogy may be compared with 
half-tone printing blocks. The 
matrixes are used to transfer the 
colour images to a transparent 
base, which latter becomes a 
colour positive which may be 
projected upon a screen as be- 
fore. It may be mentioned that 
the original Technicolor cameras 
carrying three separate reels of 
film were heavy and cumbersome, 
and consequently their use was 
restricted to film studios as far 
as possible. In recent years 
multi-layer negative material has 
been widely employed, and 
means adopted for separating the 
negative for making the three- 
colour matrixes. 


Economics determine choice 


An advertiser contemplating a 
colour film to publicise his wares 
will obviously ask which of these 
systems is the better. A direct 
answer cannot be given; econo- 
mics must necessarily enter into 
one’s calculations, and final costs 
of a production are related to the 
total number of positive prints 
required. The subject matter to 
be photographed and the flexi- 
bility desired either by the adver- 
tiser or the producer will have 
an important bearing upon the 
system and process to be 
employed. 

It is sound advice to consult 
only those producers who are 
experienced and reputable. It is 


unfortunate that there are some 

oducers whose major interest 
is to make substantial and speedy 
profits for themselves, but whose 
techniques and methods are a 
credit neither to themselves nor 
the other 


to their clients. On 


hand, there are a few producers 
of advertising and specialised 
films who have made a careful 
and painstaking study of colour 
cinematography and whose work 
emulates and often surpasses that 
of the first-feature studios. 


Maintaining standards 


This, of course, is important 
when the advertising film is to be 
exhibited in commercial cinemas, 
because it would be fatal to the 
good reception to a colour adver- 
tising film if its technique and 
colour-values were inferior to the 
feature films which precede or 
follow it. By the same yard- 
stick, a black-and-white advertis- 
ing film has little or no value 


when associated with colour 
feature films: and in_ the 
cinematograph industry, colour 


has become the rule, rather than 
the exceptton. 

In recommending reputable 
and established producers to 
advertisers, it is mecessary to 
emphasise that colour cinemato- 
graphy demands a much higher 
standard of technique, greater 
care in processing and grading 
and, in addition, a knowledge not 
only of colour values but of the 
physiological reaction to colour 
sequences. 

Although the multi-layer mono 
pack negative materials may 
generally be used in standard 
cameras, due to the fact that 
colour as well as form have to be 
reproduced, it is necessary to use 
coated or bloomed lenses, prefer- 
ably of the apochromat type 
corrected for colour aberration 
over the entire visible spectrum. 


The resolution power of the 
normal commercial lens _ is 
adequate for black-and-white 


work, but where multi-layer film 
stock is used—and particularly 
where the films will subsequently 
be projected on a “wide-screen’ 
—lenses of ultra-high resolving 
power are imperative. 


Amount of light 


Colour negative material is 
slower—or less sensitive to light 
—than black and white, In 
eneral, for the same depth of 
ocus or lens aperture, between 
four and six times the amount of 
light upon a set will be required, 
and thus the 500 and 1,000 watt 
lamps previously in use for black- 
and-white work must be replaced 
by two to five kw. lamps, or, in 
some cases, by arc ~~ A ont 
colour work the — = - 
tral character of light ae 7 is 
of vital importance, and the use 
colour temperatures, must be 
employed. It is necessary to use 
these filters not only in relation 
to the type of light source and 


colour negative in use, but also in 
respect of the type of light source 
that will eventually be used for 
projecting the picture upon the 
screen. It is thus evident that 
the lighting cameraman must 
have both skill and experience. 
Although standard types of 
egy somo machines may be used 
r developing colour film, the 
chemicals used, and the various 
intermediate steps that must be 
taken, are different from those 
employed for black-and-white. 
The speed of processing is much 
slower and at the same time, the 
chemical qualities of the various 
baths and their temperature must 
be more strictly controlled. 


Transfer of image 


These remarks apply to process- 

ing both the negative and positive 
copies, but in the intermediate 
rocess of transferring the image 
rom one to the other, both the 
producer and the laboratory per- 
sonnel are called upon to exer- 
cise their judgment and skill in 
reserving a satisfactory colour 
alance. 

Not only are the relative speeds 
or sensitivities of each of the 
three layers of emulsion different, 
but their speeds may vary slightly 
from batch to batch. To obtain 
satisfactpry results each of the 
layers must be properly balanced 
one with the other, by the inser- 
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tion of colour filters or the varia- 
tion of exposure, or by both. 
Because no accurate and auto- 


matic method of grading is 
available, adjustments are made 
on test strips until the desired 
results are obtained. This is 
merely a method of trial and 
error and can be very costly if 
entrusted to an incompetent or 
untrustworthy company ; but, on 
the other hand, when skill and 
care are bestowed upon the 
grading and the oe of the 
a 


negative, the final colour value 
of the film can be greatly 
enhanced. 

Throughout the production 


and editing of a colour film the 
producer must keep in mind the 
physiological reactions to colour 
and the phenomena of colour 
vision, 


The fatigue factor 


Colour fatigue can be pro- 
moted quickly not only from the 
abrupt change of one sequence 
to another, but by the juxtaposi- 
tion of objects in a_ single 
sequence and by harsh, simul- 
taneous contrasts, 

At the same time objects of 
such colour will have to be 
related to suitable colour dyads 
or triads to provide a balance 
between the dissimilar stimuli 
being received by the eye. This 
balance must be maintained not 
only during the projection of a 
single sequence, but from 
sequence to sequence throughout 
the film, if fatigue is to be 
avoided and a pleasing and 
satisfactory result obtained, Of 
course, colour balance and har- 
mony must change and va 
throughout a film, otherwise it 
would become monotonous, but 
the experienced producer will 
preserve a unity and harmony 
throughout his film. 


A scene from a cartoon film, 
by S. Presbury & Co., 


“Beauty and the Beast 
Lid. Energol is the product promoted. 
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The audience that awaits 
to-day’s screen advertiser 


URING the 1930s the 
number of admissions to 
the cinemas of Great Britain 
rose steadily year by year, but 
even in 1938, the last complete 
year of pre-war peace, the 
total averaged only 19 millions 
a week. At the time many 
people in the industry regarded 
this as saturation point, but the 
war raised their standards. 
During the next half-dozen 
years many changes took place 
and the most durable of these 
was the shift of real income into 
the pockets of those who had 
long been the backbone of cinema 
audiences—that is, young work- 
ing-class people. Part of their 
new prosperity went on buying 
more cinema admissions. By 
1949 these were selling at the 
rate of 274 million each week. — 


Effect of television 


But that again was a turning 
jae in the history of the cinema 

ustry. Alternative opportuni- 
ties for consumption flourished 
and, in particular, television 
began to grow as a form of mass 
entertainment. Box-office taki 
failed to keep pace with 
national income and the pessi- 
mists were convinced that tele- 
vision would drastically cut 
down cinema admissions. They, 
have, indeed, fallen steadily since 
1949 but even during 1953 (when 
more than a million households 
acquired television sets) cinema 
admissions averaged almost 25 
million a week. 


But the decline has apparently 
halted. 


Between the end of 1953 and 
the end of March, 1954, the 
number of TV licences rose 
from 3 million to 34 million ; the 

t majority of the additional 
000 sets went into working- 
class homes but, even so, the 
quarter of 1954 weekly 
cinema admissions averaged 

roughly 25 million a week, 
with 


For screen advertisers 
their eyes fixed on the statistics 
of 1949 that may seem a dis- 
appointing. but almost 
everyone else will be impressed 


| the fact that 25 million 
each week is equiva- 
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Weekly cinema admissions bought for each age- 


group, spring 1954 


Numbers Number | Per cent Per cent 
Age group in of | of total | total people 
population admissions population | aged 8 
| over 
ie IS ~Y ee 
8—15 5,470,000 6,300,000 1$°7 26 2 115 
16—24 5,700,000 5,980,000 13-2 | 23-9 105 
25-4 7,180,000 4,320,000 | 16-7 17:3 oo 
ch an 7,000,000 3,270,000 16:3 13-1 | 47 
45 and over 17,700,000 5,130,000 | 41-1 2s 6 29 
Total 43,050,000 25,000,000 —-100-0 00 | 8 


lent to 50 for every 100 people 

in the whole country. 

In the coming years there may 
well be more erosion, but mean- 
while the advertiser who uses the 
cinema screen can be reasonably 
sure that here is a medium that 
reaches a large slice of the popu- 
lation. And among some sections 
of the population the slice is very 
large indeed. 

One of the _ distinctive 
characteristics of cinema enter- 
tainment is that its appeal is lop- 
sided—the great majority of 

oung people visit a cinema at 
least once a week and a great 
majority of old people go only 
three or four times a year or even 
less frequently. The audience 
for screen advertising is outstand- 
ingly a young audience. 


Nation-wide surveys 


An accompanying table gives 
the findings of a series of nation- 
wide surveys carried out by 
Research Services on behalf of 
the London Press Exchange dur- 
ing the first three months of this 


ages) refer to the population aged 
16 and over. 


Number of attendances 


In both sexes over 30 per cent 
visit the cinema at least once a 
week, and in all three social 
classes the weekly coverage is at 
least 25 per cent. The sharpest 
differences are related to age: of 
those aged 16 to 24 over 67 per 
cent go to a cinema once a week 
or more, but of those past 45 
years of age only 17 per cent go 
at least once a week. 

From the figures in the table it 
is possible to calculate the num- 
ber of admissions bought in the 
average week by each section of 
the population. The outcome, in 
terms of age groups, is shown in 
another table. 

Each week the cinema reaches 
60 per cent of the 12,880,000 men 
and women aged 16 to 34. 

The full significance of this, 
from the advertiser's point of 
view is only fully realised when 


By DR. MARK ABRAMS 


managing director, Research Services, Ltd. 
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What they buy 


They provide a majority of the 
money spent on confectionery, 
cosmetics, bicycles and motor- 
bikes, holidays, hair dressing, 
hosiery and clothes, furniture, 
watches and jewellery, soft 
drinks and many other commodi- 
ties. As a means of reaching 

oung wage-earners and youn 
ome-builders the cinema is 
probably unequalled. Against 
this one must put the fact that 
its ability to reach older men and 
women is comparatively limited, 
but even so it reaches a quarter 
of them each week. 


Significant group 


From the advertiser's point of 
view one of the most striking 
items in this table rejates to the 
age group 16-24—it contains only 
13 per cent of the population 
over eight years of age, but it 
accounts for 24 per cent of all 
cinema admissions and for 32 per 
cent of all admissions sold to 
adults. 

In any one week the number 
of people who attend a cinema is 
less than the number of admis- 
sions—for the simple reason that 
many people go to a cinema 
more than once a week. In fact, 
during the first quarter of this 
year the 18,700,000 admissions 
sold in the average week to 

ple aged 16 and over were 
ught by 14,400,000 different 
people. 


year. The figures (all percent- one-third of the @ Continued on page 7 
J J 
Frequency of cinema-going, spring 1954 
| Class Age 
Frequency | All | Men | Women aren eS er oe ae 
| | AB c DE | 16-24 25—34 | 35—44 (45 & over 
Twice » week or more ues | 134 9-9 66 8-5 13-7 30-3 13-4 9-3 3-7 
Once a week — 199 | 194 | 20-3 | 195 22-4 | 19-5 37:1 “9 20-8 11-6 
Once « fortnight | 3:3 49 5-6 6-9 6-8 45 8.3 8-8 $-2 2-9 
Once a month |. 7-3 7-6 7 | 99 10-6 5-8 78 8-7 71 6-8 
Less often ... 30-5 28-7 | 32-1 36-2 1-9 28-4 12-5 29:5 36-0 34-2 
Never... 23-5 | 26-0 | 25-0 20-9 20-1 28-1 4-0 15-0 21-6 38-8 
Total . 100-0 | 1000 | 1000 1000 1000 | 1000 1000 1000 1000 1000 
Number of people in oer rd a ee 
group 37,580 | 17,760 | 19,820 7,300 5,680 24,600 5,700 7,180 7,000 =‘: 17,700 
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How the screen advertising 


medium grew up 


ANYONE having been 
associated with screen 
advertising for close on 25 
years would find it difficult, 
given an assignment such as 
this, to resist the temptation to 
reminisce. But perhaps it is 
right, in any case, to recall 
those early days when the 
potentialities of the screen as 
an advertising medium were 
beginning to be realised by a 
few national advertisers. 

From the start it was appre- 
ciated by them that the total 
amount of advertising which 
could be shown in cinemas would 
never make the screen a serious 
challenge quantitively to other 
already established media. Even 
to-day, with the amount of screen 
advertising practically having 
reached its maximum capacity, it 
accounts only for some three per 
cent of the total advertising 
expenditure in this country. 


Habits of patrons 


Nevertheless, several discern- 
ing advertisers were impressed by 
the marked influence which the 
cinema was undoubtedly having 
on the habits of its patrons— 
particularly the women. Films, 
more than any other medium, 
were changing their attitude te 
dress, the use of cosmetics, hair- 
styles and deportment. 

Furthermore, a number of pro- 
fessional advertising men were 
naturally attracted to the 
medium, since it embodied most 
of the ideal characteristics desired 
in an advertising medium. They 
could reach a virtually captive 
audience, orally and visually, 
with movement and,  subse- 
quently, in colour. 

However, progress in the use 
of this medium was compara- 
tively slow for the next 10 years 
or so. It was retarded by several 
factors. In the first place the 
facilities for showing advertising 
in most cinemas were limited to 
the use of the glass slide and the 
500 ft. film. The former was 
limited in scope, and its showing 
difficult. to control. The 500 ft. 
film was costly to produce and 
show, and this, very largely, pre- 
cluded its continuity of use for 
economic reasons. 

Some 29 years ago a form of 
budget film known as “Younger’s 

* Gazette” was intro- 
. This was the forerunner 
of our present sli -film or 


filmlets, but at that time it could 
not provide adequate national 
cover without the widespread use 
of the inadequate glass slide. 


Unsatisfactory conditions 


The conditions under which 
early cinema advertising was 
shown was far from satisfactory. 
Quite often it was shown with the 
auditorium lights full on—and 
that it would be shown at all 
could not by any means be taken 
for granted. The advertiser 
either had to hope for the best 
or maintain expensive checking 
staffs in the field to ensure that 
his contracts were fulfilled. 

To many cinema proprietors 

managers the showing of 
advertising fiJms or slides was just 
a nuisance. By and large they 
were sufficiently prosperous to 
make the additional revenue from 
such advertising no serious in- 
ducement. Certain film-producing 
companies tried to induce adver- 
tisers to buy the production of 
a film and its distribution as a 
“packaged” operation, with no 
specification, or guarantee, of the 
cinemas in which it was to oe 
this 


shown. To some extent 
attempt succeeded. 

Certain cinema proprietors who 
also owned production units tried 
to make the showing of an adver- 
tising.film, in their cinemas, con- 
ditional upon their producing the 
film. Others endeavoured to 
make the showing of a film con- 
ditional upon its being shown in 
all their cinemas—good, bad or 
indifferent—at flat rates, and 
irrespective of whether or not the 
cinema was needed by, or 
appropriate to, the advertisers’ 
marketing needs. Others tried to 
make the showing of a film in 
their cinemas conditional upon 
their handling the distribution of 
the film in cinemas not owned by 
them. 

Few advertising agencies felt 
the potentialities of the medium 
worth the serious and laborious 
effort needed to correct its weak- 
nesses and help in its evolution. 

The next phase in the screen's 
development as an advertising 
medium dates from the early 
1940’s—and for about a further 
10 years—during which period 
there was considerable accelera- 
tion in its progress. 

There were several reasons for 
this. To begin with, there was 
the restriction of newsprint and 
other paper supplies caused by 


By C. L. HALLAS 


media director of Lintas Ltd. 


the war, and the consequent loss 
of advertising accommodation in 
newspapers and periodicals. There 
was also the closing down, at the 
outbreak of war, of the Con- 
tinental commercial radio stations 
used by many British advertisers. 
Again, the change of habits of the 
British civilian resulted in a 
phenomenal increase in cinema 
audiences. 

Another important factor was 
the appreciation by many British 
advertisers of the need to keep 
their brand names alive during 
the war years, and to preserve the 
goodwill of their established pro- 
ducts even though they were “ off 
the market,” officially rationed, 
or scarce for other reasons, 

During this period there began 
to come into existence an under- 
standing by certain screen adver- 
tising contractors of the part 
advertising plays in the system of 
product distribution in this 
country. This was coupled to a 
growing awareness of how adver- 
tising works, and an appreciation 
of the advertiser's needs of an 
advertising medium. 


Double feature established 


There was, moreover, also the 
general establishment of the 
double feature programme. This 
dictated a more uniform length 
of programme which, together 
with the earlier closing of cine- 
mas, limited the amount of time 
which could be devoted to adver- 


tising. This, in turn, led to two 
extremely useful developments. 


200 ft. film. 

To a great extent this latter 
brought the desired reduction in 
both showing and production 
costs of the individual film. 


Waste abolished 


It meant less wasted moncy 
since much of the footage and 
production effort of the 500 ft, 
film devoted to entertaining the 
audience, as its justification, was 
eliminated. 

These reduced costs enabled 
continuity in their use to be more 
of an economical possibility. 

This period also witnessed the 
replacement of glass slides by 
slide-on-film or filmlets. A begin- 
ning was also made of the move, 
now operative in many cinemas 
in this country, to show adver- 
tising films under conditions 
identical with those under which 
feature films were shown, and at 
times in the programme when 
they were likely to be seen by 
the largest number of people. 
Previously they were shown 
before the commencement of 


@ Continued on page 16 
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In other words, each week the 
cinemas of this country have a 
coverage of 38.3 per cent of the 
adult population. 

Again, these coverage figures 


differ considerably from one sec- 
tion of the population to another. 


Average weekly cinema admissions 


| 
Section of population 


— Al mestions __ Ss 


A table shows these weekly 
coverage rates for the first 
quarter of 1954. 
Number Number | 
in attending cinema Coverage 
section cach week 
aT Z 2 
17,70 7,000,000 Ss 
820 7,400,000 7:4 
7,300 2,550,000 35-0 
5,680 2.20000 3 
24,00 9,620,000 1 
5,700 4,290,000 4:5 
7,180 3,380,000 | 474 
7,000 2,620,000 375 
17,700 4,150,000 24 
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The importance of national 
filmlets to local dealers - 


| & screen advertising, Britain 
has always led the rest of 
the world. Over 50 years ago 
it all started with slides, and 
since then there have been 
films of varying lengths, some 
silent, some with sound and 
now, to-day we have in colour 
the two-minute film, the one- 


minute and the 15-second 
filmlet. 
Pleasing achievement 


The filmlet has probably come 
to stay because it has un- 
doubtedly proved to be an all- 
round pleasing achievement, 
satisfying both its sponsor (the 
advertiser) and its viewers. It is 
designed either to entertain and 
inform, or just to inform, and to 
do it briefly but emphatically. 

Filmlets are grouped together 
for exhibiting so that their sales 
messages are like a volley of 
sharp punches which keep their 
audiences alert from the first jolt 
to the last. There is no time for 
boredom in the attitude of the 
recipients. 

Filmlets are essentially per- 
sonal messages being addressed 
to a specific clientele—the audi- 
ence of a specific cinema. And 
so they are an extremely valu- 
able advertising medium for 
two kinds of advertisers—local 
traders and national adver 
tisers whose products are 
marketed in the area served. 


Where to show 


This article is concerned with 
the importance of national film- 
lets to local dealers, and we 
should examine first the opera- 
tion when no tie-up on the screen 
is achieved. The filmlet in this 
case proclaims its branded pro- 
duct without naming any stockist 
or service agent in particular, 
but it should be shown only in 
areas where stockists or agents 
are trading. 

It is a sharp and constant 
reminder of aap or services 
available locally to the popula- 
tion living in the vicinity of the 
traders. 

Two government 


researches 


on cinema-going habits — one 
examining new towns in England, 
towns of 


and the varying 
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sizes in Scotland—both showed 
that the bulk of cinema-goers 
live within half a mile of their 
cinema, This research emphasises 
the importance of the filmilet, 
showing that in addition to being 
focused on a selected audience it 
is informing the people having 
ready access to goods or services 
thereby promoted. 

If outdoor posters are also 
used, a decided impetus to local 
sales can be induced even when 
no other advertising medium is 
available. Traders are informed 
of the showing dates of the 
filmlets and encouraged by the 
national advertisers to arrange 
point-of-sale displays to run con- 
currently. National chain stores 
can use this type of filmlet to 
advantage, it being exhibited in 
areas where the stores are situated 
and requiring no exact location 
caption. 


Opportunity offered 


We can now examine the 
opportunity offered by the 
national filmlet when it can be 
directly linked on the screen 
with a local service. 

First it should be explained 
that among concessionaires 0} 
cinema circuits and independent 
theatres there is a time-honoured 
custom that options of the first 
four or five filmlets in a new series 
go to local traders. Stockists or 
service agents who take these 4 

and they do so for a 52-wee 
run—give their own names, 
addresses and trades star billing 
in the filmlets, occasionally add- 
ing a mention of famous branded 
products or services supplied. 
The remainder of the filmlets in 
a reel are reserved for national 
clients over shorter periods. But 
it is a tie-up with a local trader's 
filmlets such as can be most use- 
ful to the national advertiser, and 

it is arranged in this way. 


Change of copy 


The trader is offered a branded 
filmlet to use daring alternate 
weeks in his local theatre over a 
period of, say, 13 weeks, or for 
any period to be py | agreed. 
This filmlet provides a change of 
copy from the trader's own 
purely personal announcement 
and his name and address is 


superimposed upon it to provide 
the link between himself and the 
advertised product. Without addi- 
tional production cost, this 
variation in his advertising 
occupies the space for which he 
has already paid and adds 
prestige to his business in the 
coupling of a famous name with 
his own. Consequently, the offer 
is one which he is invariably glad 
to accept. 


important advantages 
And the advantage to the 
national advertiser is at once 
apparent. 


tomers to specific suppliers or 
service agents. Thus, filmlets, 
which are expertly produced 
nowadays for advertisers by 
film companies specialising in 
the job, can provide the im- 
pact of colour and movement 
to an armchair audience in 
exactly the areas required and 
selected. When a new product 
is zoned, or when sales fall 
locally, for example, the 
national filmiets will greatly 
assist stockists to get the goods 
or services moving. 


Reaching the motorist 


Fairly recently the Esso 
Petroleum Company completed 
a campaign of two-minute films 
of a cartoon character, and Esso 
dealers in the locality were 
encouraged to (and did, in fact) 
link up by means of their own 
local advertising, point-of-sale 
material and also filmiets in 
approved cases. During 1954 the 
use of filmlets by Esso dealers has 
proved to be a highly popular 
means of communication with the 
motoring public. They provide 
that touch of movement and 
additional colour which, of 
course, are impossible to obtain 
in press advertising. 

Although audience statistics are 
cited in another article in this 
series, it can be mentioned here 
that the great advantage of the 
filmlet lies in the fact that the 
number of people seeing it can 
be exactly measured. 

Yearly the Board of Trade 


By T. N. TREEN 


director, McCann-Erickson Advertising Ltd. 
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Journal publishes accurate aver- 
age figures of cinema audiences 
related to total possible capacity 
in all areas in particular and 
collectively, and this information 
enables an advertiser to calculate 
the number of viewers of his 
advertisement with more certainty 
than when using any other 
medium. He can reckon on one 
viewer for each seat sold, and his 
estimate will be related to the 
average change in yearly atten- 
dances as also shown in the 
Journal. Other useful data pro- 
vided are attendance figures in 
industrial areas, holiday areas 
and others. 

An example using this kind of 
information shows that in the 
towns of England, Wales, Scot- 
land and Northern Ireland where 
a major circuit operates 400 
theatres there are 7,000 chemists’ 
shops. 


Cost per shop 


Exhibition costs of a filmlet 
per week over the circuit is 
2s. 14d. per shop, and the Journal 
tables can be consulted to show 
that this reckons an average 
weekly cinema attendance per 
shop of 580 persons (cost per 
head .044 of a penny). 

Summarising we can see: 

® National filmlets are impor- 

tant to local traders because 
they draw the attention of a 
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The world-wide influence of 


the advertising film 


CCORDING to the latest 
statistics, the world popu- 
lation is somewhere around 


2,400 million. Even if you 
deduct one-third from that 
figure, representing (rather 


generously) the countries be- 
hind the Iron Curtain, you 
still have a potential market 
of 1,600 million people open— 
or at least ajar—to exchanges 
of goods and services with the 
Western world in general and 
with Britain in particular. 

What is the best way to ap- 
proach this colossal market? 

There is no need, in this journal 
and at this stage, to stress that 
publicity is needed even for the 
“better mousetrap” to find its 
way into the backwoods of far- 
away overseas countries. 


Degree _of Meracy 

But what kind of advertising is 
most efficient for that purpose? 

According to the findings of 
UNESCO, well over half the 
world’s population is illiterate. 
The proportion rises to 83 per 
cent. in Africa, 67 per cent. in 
Asia, while over vast stretches of 
these continents it is about 90 per 
cent. 

Yet these teeming millions of 
under - privileged people have 
needs not basically different from 
those of Western man—or at least 
can be taught to develop them. 
They can add immeasurably to 
the welfare of the world at Ben 
and in particular to the prosperity 
of this country, which lives by its 
exports, 

Illiterate people cannot, of 
course, be approached by the 
printed word, and the 223,774,000 
copies of newspapers sold each 
day in the five continents are use- 
less as a medium to reach them. 

The advertiser can avail him- 
self of two media to reach the 
broad masses abroad, including 
the illiterate consumer : 


® Radio. 

®@ Screen publicity. 

Commercial television, which 
one day may well compete with 
both, is as yet in its infancy every- 
where but in America. 

This is not the place for an ex- 


haustive comparative study of 
radio and the screen as advertis- 
ing media. It may, however, be 
said in favour of the latter that 
it reaches the eye as well as the 
ear, that it allows the product to 
be shown in its true colours and 
demonstrated in use and in move- 
ment—a Vital factor especially for 
the undeveloped mind. Moreover, 
it can be readily concentrated on 
the precise target aimed at. 


Reaching the mind 


As a matter of plain fact, it is 
by no means only the unde- 
veloped mind that can best be 
reached by means of the screen. 
Napoleon used to say that the 
briefest sketch told him more 
than a long report. If the French 
Emperor, with his towering genius 
and powerful intellect, preferred 
the visual to the merely verbal 
means of communication, how 
much more is this true for the 
average citizen, here and abroad, 
when word and image, movement 
and music, colour and all the 
magical paraphernalia of the 
cinema can added to the 
static picture. 

The suggestive power of the 
screen, even when the film does 


BYNIN AMARA 


makes you 


By RENE ELVIN 


Crawfords Public Relations 


not try to influence the audience, 
is enormous, * 

Manners and morals, habits 
and fashions, the very vocabu- 
lary of men, women and chil- 
dren are subtly but unmistak- 
ably affected by what is being 
shown ‘on the screen. It is a 
token of its power that juvenile 
delinquency is often (though in 
the main mistakenly) ascribed 
to it. 

When a star sports the “wind- 
swept,” “pony-tail” or poodle- 
cut hair-do, it is sure to be copied 
immediately by thousands of girls 
who subconsciously like to iden- 
tify themselves with the heroine. 
When Clark Gable is shown on 
the screen not to be wearing a 
singlet, the sales of vests drop 
disastrously. 


A strong influence 


Examples of the _— effects 
exercised by films on the public 
could be multiplied indefinitely, 
but the point hardly needs 
elaboration, except, perhaps, to 
stress that this influence, strong 
though it is on the Western 
public, is multiplied many fold 
among unsophisticated audiences. 


The power of the advertising 


A scene from an advertising film made for West Africa by Pearl 

and Dean Ltd. In films destined in the first place for overseas markets 

the humour has often to be of the simplest and broadest kind. Care 

must be taken, however, to avoid clashing with local prejudices and 
national, religious or social ways of life. 
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film is thus unquestioned. How 
is it applied ? 

If we may believe the statistics 
compiled by UNESCO and 
published in the latest edition of 
World Communications: Press, 
Radio, Film, Television, there 
are 42,444,900 cinema seats avail- 
able to filmgoers throughout the 
world: 

19,170,250 in Europe 

14,807,550 in North America 

3,056,200 in South America 

1,732,000 in Oceania 

(Australasia) 

815,100 in Africa. 


Availability of seats 


The number of cinema seats 
available per 1,000 inhabitants 
varies enormously from country 
to country. It is highest in 
Australia (183), New Zealand 
(144) and in Cyprus (120), with 
Bermuda following closely at 
118. The United Kingdom (86) 
lags well behind Sweden (103) 
but is close to Belgium (88) and 
Italy (87), is dead-heat with 
Curagao and Iceland, and well 
ahead of the United States (78), 
Ireland (67), France (64), Spain 
(61), Israel (57), Malta (43) and 
Germany (34). 

Some critics might object that 
this census doesnot make much 
sense. Why should Belgium have 
nearly four times as many 
cinema seats per 1,000 (88) as her 
neighbour Holland. Why should 
Bermuda (118) have six times as 
many as the Bahama Islands and 
12 times more than Barbados, 
which have the same kind of 
social and economic structure ? 


Fascinating local habits 


The UNESCO authorities give 
no reply to such queries, and 
the discrepancies may possibly 
be due largely to chance and to 
local habits. These latter are in 
themselves a study of fascinating 
interest for the advertiser using 
the medium. They show, for 
instance, that, in Malta and also 
in Malaya the demand for films 
is such that they are changed at 
least two or three times a week. 
In Nicosia, capital of Cyprus, 
with a population of 35,000, the 
average weekly attendance is 
22,000. 

The attendance figures (which 
cannot be given in detail here) 


@ Continued on page 12 
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PEARL & DEAN (overseas) LTD. WILL HANDLE YOUR 
SCREEN ADVERTISING 
IN OVER 100 TERRITORIES ABROAD 


) Pearl & Dean (Overseas) Ltd. handle your screen advertising abroad. At 33 Dover Street we 
have an organization capable of producing your advertising film or filmlet, and ensuring that it 
is properly exhibited in the cinemas of more than 100 territories all over the world; an organization 
that can advise you on loca) conditions and types of audience abroad; an organization equipped to see 
your production through from script to screen. 
As founder members of the International Screen Advertising Services we have our finger on the 
pulse of every aspect of screen advertising abroad. We shall be happy to put this knowledge at your 


disposal, and to bring to the making of your overseas film or filmlet the same enthusiasm and originality 
that distinguish our productions for the home market. 


The appeal of screen advertising is universal, 
By virtue of its colour, movement and ability to 
demonstrate it gets its message home to all nation- 
alities. It is an indispensable part of any 
overseas advertising campaign, Let Pearl & 
Dean show you how to use it to the best effect. 


33 DOVER STREET, LONDON, wW.! 
TELEPHONE MAYFAIR 7494 
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e WORLD-WIDE INFLUENCE —continuea 


Ad films—potentiality 
only now being realised 


show that the temporary decline 
that has lately worried Holly- 
wood and Wardour Street 
“ cinemoguls” is far from being 
general, The impact of television 
on the cinema in the US and to 
a lesser degree in Britain, is as 
yet hardly perceptible elsewhere, 
and, in almost all countries, 
attendance figures are good and 
getting even better with increas- 
ing prosperity. 


Observe restrictions 


As with other media, restric- 
tions have to be observed when 
using screen advertising overseas. 

Moslem religious laws do not 
mit the representation of the 
uman face; as a consequence, 
there are no cinemas at all in the 
countries where they are strictly 
observed, such as Saudi Arabia. 
The same laws also prohibit the 
use of alcohol, and screen (as 
well as press) advertising of 
alcoholic beverages is therefore 
either entirely banned or subject 
to crippling restrictions in most 
Moslem countries. It is also 
restricted in some other countries, 
such as Canada. 

Ethical restrictions are applied 
in India, where it is forbidden to 
show couples kissing. In coun- 
tries where the Roman Catholic 
church influences public opinion 
to a marked degree, showing of 
the exposed body is forbidden. 
Certain countries, such as the 
Argentine and, curiously, Basuto- 

» ban sereen advertisin 
altogether. On the other hand, 
Holland and Switzerland impose 
a minimum length of 120 metres 
(i.e., about two minutes) on 
advertising films, in order to 
keep up the quality standards, 
which can, of course, be higher 
when more money is spent. 

These various restrictions are, 
of course, well known to the big 
advertising agencies with a net- 
work of associates abroad as well 
as to the specialised screen adver- 
tising companies. 


International organisation 


To co-ordinate vital informa- 
tion of that kind, and also to im- 
prove the standard of screcn 
advertising in general; some of 
the leading screen advertising 

cialists in Australia, Belgium, 

eylon, Chile, Finland, France, 
eae Great Britain, Holland, 
Isracl, Italy, South Africa, the 
Sudan, Sweden, Uruguay and the 
US have recently banded to- 
gether in an organisation known 
as “International Screen Adver- 
tising Services,” whose secretary is 


Bruno Kiewe, of Pearl & Dean 
a 33, Dover Street, London, 
It is this organisation which, as 
previously reported in Apver- 
TISER’S WEEKLY (see June 17, 
page 577), has arranged the Inter- 
national Advertising Film Festival 
now taking place in Venice (Sep- 
tember 25-28) to coincide with the 
Italian Advertising Congress. 


This event will see the debut 
of the first screen advertising 
Grand Prix (or “Oscar”) to be 
awarded to the best advertising 
film shown there, Competition is 
certain to be keen, as no fewer 
than 200 entries are expected, 
comprising cartoons ; puppets, 
marionettes and model shows ; 
live pictures ; and combinations 
of all these means of ex- 


Hard to e 


In view of the wide interest 
shown in nearly all countries for 
this world show, it is anticipated 
that the quality of the films dis- 
played will be high. The present 
writer was lucky enough to have 
a preview of some of them, and 
does not envy the task of the jury. 
The wit and gay impudence of 
the French, the thoroughness and 
efficiency of the Germans, the 
huge means and practised skill of 
the Americans, to say nothing of 
the wealth of talent abundantly 
displayed elsewhere, will provide 
entries of a standard with which 
only the very best of our own 
British productions will be able 
to compete, 


Watch the prejudices 


As all these productions, with- 
out exception, have as their first 
task to “make friends and 
influence people” for the adver- 
tisers, their “tone of voice” is 
almost invariably friendly and 
ood-humoured. In the case of 

Ims destined, in the first place, 
for overseas markets, the humour 
has often to be of the simplest 
and broadest kind, while avoiding 
anything that might in the least 
affect the prejudices and national, 
religious or social bias of 
audiences that may sometimes be 
located as far apart as Africa 
and Australia. 

To give a specific and fairly 
characteristic instance of the 
kind of jocularity provided, let 
us examine one cartoon film 
made for Nacet Blades. 

It shows a lion in the guise of 
a commercial traveller, calling at 
the house of a heaviiy bearded 
hippopotamus, with whom his 
wife is obviously out of humour. 


Accidentally,. his beard gets 
caught in i mangle and with- 
out noticing it, she mangles him 
quite flat and pegs him on her 
washing line by his beard. When 
he protests, she gives him a swift 
kick in the pants that lands him 
hanging by his beard from a tree. 
The lion, as the commercial 
traveller, suavely produces razor 
and blades, with which the hippo, 
in a few strokes, whisks off his 
beard and is restored to Mrs. 
Hippo’s good graces and favour. 


Cartoons well favoured 


This may seem an elementary 
type of humour for sophisticated 
audiences—and yet, the universal 
favour with which Walt Disney’s 
cartoons have been received all 
over the world shows that it can 
be tremendously effective——-what- 
ever the kind of public. The 
puppet advertising film, in which 
the Dutch firm of Joop Geesink 
is the acknowledged international 
specialist, enjoys also much 
popularity in practically all 
countries. 

The cost of screen advertising 
is, of course, as varied as the 
length of the proverbial piece of 
string. Indeed, it is this very 
elasticity (and the exact limits of 
the point of impact) that consti- 
tute one of its greatest advantages. 

The most elementary and 
cheapest form of screen adver- 
tising (and probably far and 
away the most widely used 
abroad) is the simple slide. Its 
drawbacks, obvious enough in 
this country where the advertiser 
can keep an easy check on 
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screening time, are multiplied 
abroad, where that control is 
much more difficult or sometimes 
impossible — and where the 
operator might easily show the 
individual slide for too short a 
time to have it register with the 
audience. On the other hand, its 
production cost may be as low as 
two guineas, and it can therefore 
be adapted without difficulty to 
each market. 

A 22 ft. filmlet, on the other 
hand, may cost anything from 
£30 to £300 to make. A one- 
minute film in black and white 
costs from £1,000 to £1,200—in 
colour, from £1,500 to £1,700. 
The screening has, of course, to 
be added to these amounts, but 
screening time is thus automatic- 
ally assured and the appeal of 
even a filmlet, with movement 
and colour added, is immeasur- 
ably greater than that of a static 
slide. 

For showing anywhere 

It is also worth noting that the 
international standardisation of 
films allow them to be shown 
anywhere without extra cost, 
except, in some cases, for the dub- 
bing in foreign languages. 

There is no doubt that, for 
articles of daily current use, such 
as food, drink, cleansing 
materials, cosmetics, and even 
for durable consumer goods, 
screen advertising, especially in 
the form of films, is one of the 
most potent means of advertising 
overseas — one indeed whose 
potentialities are only now begin- 
ning to be fully realised. 


A view of the model-animation camera room at Theatre Publicity 
Lid. The world-wide favour given to Walt Disney's cartoons indicate 
that this form of advertising can be very effective. The international 
standardisation of films, moreover, allows them to be shown anywhere 
without extra cost save, possibly, for language dubbing. 
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The Largest National 


‘CIRCULATION’ 


II Million viewers for each edition of Tips 


As Tips enters its third year of production, Screen Audiences 
Ltd. invite you to look at the progress of this unique advertising 
film and see how it measures up to the objects of its creators— 
to provide a screen advertising feature with regular “ reader- 
ship” like a newspaper or magazine; to secure the greatest 
possible attention by means of a continuing competition in 
which viewers take part ; and to present two or more advertising 
sequences together in such a way that they are universally 
acceptable. 


Today Tips, in press advertising terms, is a monthly maga- 
zine with over 11 million readers; and a careful selection of 
Gaumont, Odeon and leading independent cinemas ensures that 
coverage is even throughout England, Wales, Scotland and 
Northern Ireland. Thus in terms of distribution Tips is in a 
very real sense a national medium ; but from the point of view 
of production too, Tips, with its regular commére and con- 
sistent formula, is an institution with a unique status in the 
screen advertising field. 


Over Quarter of a Million Tips 


Proof of the continuing interest in Tips is provided by the un- 
abated flow of competition entries, the grand total of which now 
exceecs quarter of a million. It is not only on the screen that local 
interest in the competition is maintained; wherever practicable, 
every prize is presented to the winner at the actual cinema he or 
she frequents before the prize winning tip is shown. 


WHAT'S IN THE BAG? 


Jeanne Heal, regular commére of Tips, shows what one 
day’s competition entries look like. 

One of the Tips panel writes: We are often asked 
about the general nature of Tips entries ; do we receive 
the same tip many times over? What are the majority 
of Tips concerned with? Do we receive more entries 
from women than men? and many others. Well, of 
course, we do receive an enormous number of Tips and 
it would be surprising if we did not get the same tip 


OUT AND ABOUT WITH Tips 


“Just look at that girl in the speedboat 
—she’s having a wonderful time .. .”” 
This year Tips has made two excursions from home—one to Madeira for 
a holiday edition, and one to Brighton for a seaside edition. The stills above 
show a sequence from the Brighton edition—and also demonstrate how smooth 
a transformation from the “ editorial” to the commercial is possible with 
Tips. Jeanne Heal has just demonstrated a tip on Brighton pier—she crosses 


“. . . and doesn't she look beautifully 
cool and fresh—ice fresh.” 


Lastly, the structure of Tips, with its easy flow and its reliance 
on the personality of the commere makes it possible to sustain 
interest throughout two or three “ commercials” without the 
danger of giving viewers an ‘“ overdose " of advertising—a danger 
that must always be present when advertising films are shown 
in series. 


sent in many times over ; on the other hand, simple and 
obvious tips—good ones too—sometimes come singly. 

For the ordinary general tips women are the main 
competitors, but a special request for tips on gardening, 
for example, will alter the balance in favour of the men ; 
and incidentally, it’s amazing how many handymen- 
about-the-house there are, and how many really excellent 
models we receive, 

Perhaps for us the most interesting thing is the in- 
creasing proportion of really original Tips sent in— 
maybe it’s because the obvious ones are exhausted. 


to the left and looks over at the speedbcat—and a commercial for Gibbs S.R. 


Toothpaste has plready begun. 


Next year it is hoped to take Tips out and about still more, and plans are 


in hand for a number of “ special ” editions. 


SCREEN AUDIENCES 


LIMITED 


A company within the }. Arthur Rank Organisation 


3 Deanery Street, London, W.1. Telephone GROsvenor 8561. 
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NLIKE the printed adver- 
tisement, the advertising 
film can never be studied at 
leisure. True the audience is 
a captive one, but only for 
120 seconds at the most. 

For the next 9,000 seconds the 
C-, D- and E-class housewife is 
happily locked in an embrace with 
Gary Cooper or Gregory Peck 
doing her best to forget her wash- 
tub, the noisy, snapping, nerve- 
wracking breakfast cereal, and the 
countless but necessary humdrum 
chores of her every-day existence. 
She has paid her 2s. 3d. to forget 
D-class Bert and his socks that 
always need darning, to join A- 
class Errol Flynn whose socks 
never need darning. 

The advertising message must 
be got across very fast indeed to 
an audience predisposed to Errol 
Flynn or Marilyn Monroe (as the 
case may be), and who are only 
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Advertising films—the greatest 
opportunity for creative men 


prepared to understand your mes- 
sage provided that it does not call 
for any effort on their part. There 
is no time for the pseudo intel- 
lectual or other affectations that 
so often confuse the message in 
printed advertisements. 

It is a case of now you see it— 


3 


We have to convey our message 
in seconds or we are too late. 
Whatever the product, whatever 
the technique, time is almost the 
only limiting factor. 

Of all the media available 
to us right now, films un- 
doubtedly present the men and 
women engaged on the creative 
side of the advertising business 
with their greatest opportunity. 
We have the picture that is 


worth a thousand words and 
ifs moving! Unitil television 
takes us right into the home we 
have not had a better oppor- 
tunity since we were in the 
market ace and able to 
explain how good our ideas 
were in person! 

The film’s great advantage 
over any other available medium 
lies in its ability to create 
realism with movement. This 
illusion of reality, helped by 
sound but not dependent on it, 
gives us an exceptional oppor- 
tunity to persuade. And to per- 
suade is the only reason we 
should ever be making a film 
with our client’s money. 


Simulation of effects 


Yet, while it creates the illusion 
of reality, surprising and unreal 
effects can actually be made to 
happen before our very eyes. 


By GEORGE PLANTE 


director, Young and Rubicam Ltd. 


SerremBer 23, 1954 


Cartoons and puppets open up a 
world of fonteny where “people” 
can be made to do the most im- 
possible things. Where a very 
personal story can be told in an 
inoffensive manner. 


Range of expression 


The creative advertising film 
maker will scarcely be able to 
produce a “Quo Vadis” epic or a 
“Gone with the Wind” in the 15 
seconds, or even two minutes, at 
his disposal, but the film brings 
comedy, slapstick or satire, 
romance, drama, fantasy, cartoon 
puppets or demonstration to help 
us sell our soaps and pills. We 
can’t choose our Subjects but we 
can choose our technique. 

In addition to all this we are 
still free from the misapplication 
of what we choose to call re- 
search. Research on advertising 


@ Continued on page [5 


P. A. CRAMER «. Co. Lrp. 


Theatre, Cinema and General Publicity 
25a, OLD COMPTON STREET, LONDON, W.| 


EXCEEDS 


Telephone: GERRARD 1404 


SCREEN ADVERTISING AGENTS FOR 
THE ROYAL AIR FORCE, ARMY & ROYAL 
NAVAL CINEMAS IN THE BRITISH ISLES 
ATTENDANCE AT THESE CINEMAS 
10,000,000 per annum 
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e THE GREATEST OPPORTUNITY —continued 


Genuine talent is 
the urgent need 


films has not yet reached the re- 
markable lengths it has with some 
other forms of advertising, where 
its abuse by characters or groups 
of characters has caused it to be 
used as some kind of panacea to 
avoid taking decisions and accept- 
ing the responsibility for them. 
When any facts or knowledge 
become available to help massage 
our brains they will be welcome. 
So far the medium is still new 
and technical enough in our 
sphere to be free from “experts.” 
is should give us the chance 
to have some inspired fun with 
good effect. If we can take it! 


EOOES 


With all this wealth of op 
tunity for expression and a fr 
dom from the creeping paralysis 
brought about by the misuse of 


research, there is no excuse for 
advertising films ever being 
dreary. 


It is absurd to imagine that all 
creative ideas should be the pre- 
rogative of someone labelled 
“creative.” A good idea does not 
give a damn who has it, but some- 
one must be charged with bring- 
ing the minds together. 

The most effective advertising 
is produced by the combined 
efforts of several people working 
together as a team. The diffi- 
culty is how to co-ordinate their 
various activities so that the best 
use is made of the various talents 
available. Like the conductor of 
an orchestra, the man charged 
with responsibility for producing 
the creative work must bring the 
various  instrumentalists—adver- 
tising film maker, copy policy or 
agency creative departments, and 
the client—together to produce a 
harmonious whole. It is his func- 
tion to understand the over-all 
theme and help produce the 

“advertising idea” and present 
it distinctively. 


*- Two major factors 


Sometimes he has to fight off 
the advertiser who because he is 
hiring the orchestra wants to have 
a bang on the drum or a blow on 
the trumpet at the wrong time! 


There would seem to be two 
— factors relating to the 
making of an advertising film. 
Firstly, the creation of the basic 
“advertising idea” and secondly, 
the production of that idea for 
presentation on the screen. It is 
the business of the film maker to 
provide the interpretation and 
technical “know how” for the 
physical Setar meds of the 
other 


“advertising idea” or 
In common “yy 


form of advertising, however 
cleverly the media is selected it 
still only buys a white space and 
in this case a captive audience for 
a given number of seconds. It 
is the creative thinking or “adver- 
tising idea” that eventually 
decides its effectiveness. This is 
what will decide whether the 
advertiser will get the utmost 
value for his money. 

The advertiser entrusts us with 
the spending of his money for 
one reason only; to produce 
effective advertising that sells 
Saggy I raat whether it 

uct or an idea, to 
enough yen to give the adver- 
tiser a fair return for his money. 

The real shortage would seem 
to be not money but genuine 
talent available in all the phases 
of production to exploit the 
medium to its utmost. This plus 
the difficulties in co-ordinating 
the efforts of the various members 
of the team would seem to be 
the more obvious cause of 
mediocrity. 

While we have little immediate 
control over the genuine talent 
available are we sure we get the 
best from what we have ? 

When Gene Kelly was just a 
dancer he was not only physically 
agile. His brain was bursting 
with ideas. To the annoyance of 
any director he worked with, he 
always wanted to do the impos- 
sible. Couldn't he dance through 
rain clouds, float down rainbows 
with yards and yards of coloured 
silk weaving in and out, round 
about, through his legs, over and 
under his arms in rhythm? All 
this to fit music too! Besides 
being imaginative, he was also 
persistent. Eventually he wore 


everyone down until he was told 
in no uncertain terms that he 
could do it himself or keep quiet. 

Now he co-directs his own 
films and does the impossible in 
all his sequences. 


SOWO® 


A bit of this spirit might in- 
fuse some sparkle and virility 
into our films. Ray Rubicam 
seemed to put his finger on what 
1 believe to be our trouble: when 
talking about advertising he said 
“In this business of ours, it takes 
nine optimists to overcome one 
pessimist.” Maybe we can't get 
Gene Kelly working for us but 
a bit more optimism and a desire 
to make the extra effort needed 
to avoid the usual or ordinary 
would help. 

The best way to sell some pro- 
ducts is by straightforward 
demonstration of the facts of 
performance as compared with 
the competition. People are more 
inclined to be convinced if they 
can see for themselves what you 
are talking about. An article of 
furniture or an electric clock sells 
on its appearance, but the pros- 
— buyer of a cooker or a 

wn mower has usually made 
up his mind he needs the product 
and is interested enough to listen 
to the sales story: in fact he 
insists on having one. 

But what about when there is 
no apparent difference between 
your product and the competi- 
tion? When your product has 
become a staple or a commodity? 
When the copywriter cries out 
for a price reduction or a pre- 
mium offer as the only way to 
create a difference for his par- 
ticular product? Or even when 
there is a real but 
difference. 

This is the time for 3D, stereo- 
phonic sound, panoramic screens 
and all the rest. When some new 
theme or device is needed to 
arouse fresh interest, capture 
attention for the same old story 
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to shake the prospect out of his 
lethargy or ignorance. 

All these gimmicks (and that is 
all they are) can be useful. Burt 
they must be on the beam and 
only used to make your _~ 
get your message clearly 
gimmick or device can only be 
a means to an end and not an 
end in itself. The prospect must 
not be so busy ducking under the 
seat to avoid that custard pie you 
have so realistically and miracu- 
lously hurled at r from the 
screen that she misses the whole 
point of your message-—which 


was to go out and buy and 
enjoy The entertainment 
most be kept commercially 


The most effective advertising 
films will always depend on sheer 
creative ability and above all 
things it is the idea that counts—- 
the selling idea. 


As Producers of films 
_we are proud to have 
served the following 


| Organisations :— 


Allen & a Lad. 


B.B.C, 
The British Council. 
The David Brown Companies 
Cow & Gate Lad. 


Central Office of Information. 
H. J. Enthoven & Sons, Lid. 
| Glaxo Laboratories Lid. 

i Hanningfield Water Joint 
Managing Committee. 
Lead Industries Development 
Council. 

Leather Publicity Council. 
London County Council. 
The Owen Organisation. 
Postgraduate Medical School 
of London, 

Rootes Ltd. ; 
Reyal Automobile Club. 
Royal Warehousemen Clerks & 
Drapers’ Schools. 

Tin Research Institute. 
United Ram Merchants Lid. 
University of London. 
>. C. Wakefield & Co, Lid. 
William R. Warner & Co. Lid. 
Williamson Music Limited. 


SS 


The Specialists in 16mm. 
Colour Films 


STANLEY 


SCHOFIELD 
PRODUCTIONS I” 
6,748, Old Bond St. 


Lendon W.1. 
MAY lair 4642/3 
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SCREEN ADVERTISING GROWTH -—continuea 


A powerful aid 
to selling 


each round of the programme 
when audience movement and 
distraction were at their highest. 

There was also the introduc- 
tion by some contractors of a 
new basis of charging. This 
showed costs and attempted to 
relate them more nearly to actual 
audiences. 


Appreciating the needs 


Screen contractors, moreover, 
began to be appreciative of 
advertisers’ and agents’ needs for 
essential statistics about the 
medium and the value of media 
research, from their own stand- 
point. 

The association of screen 
advertising contractors (now 
known as the Screen Advertising 
Association) was formed, This 
enabled organised advertisers 
through the ISBA, and agents 
through the IIPA, for the first 
time, to discuss mutual problems 
of screen advertising with 
accredited representatives of 
screen contractors, as a body. 
One of the first results of such 
collaboration was the introduc- 
tion and acceptance, by the three 
interested parties, of a “Code of 
Standards” for screen advertising. 


It was at this time that the 
regular cinema - going public 
began to accept advertising as 
part and parcel of the pro- 
gramme. One still hears talk of 
objections to advertising b 
cinema-goers, but, to my mind, 
there is no doubt but that this 
comes only from a minority—the 
infrequent attenders. 

F . it is also my con- 
sidered opinion that much of 
this criticism comes from those 
who object to advertising of 
any kind anywhere, and who 


expressing their belief that 
vertising is an economic waste 
or even a social evil. 


Lack of understanding 


Evidence of this we have found 
in other media—it springs, of 
course, from a complete lack of 
understanding of the essential 
part advertising plays in the 
economic manufacture and distri- 
bution of branded goods while 
preserving freedom of choice for 
the consumer. 

Towards the end of the 1940 


and 1950 decade the attitude to 
advertising by cinema - owners 
began to change materially. The 
revenue from this, and from sales 
during the intervals, became vital 
to their economy. 

The third and present phase 
began some two years ago, and 
was almost coincidental with the 
first moves to free rationed com- 
modities and the coming into free 
supply of hitherto restricted com- 
modities. 


One-minute films 


This led, inter alia, to the con- 
ception and _ introduction of 
“Tips” by Gerard Holdsworth 
Ltd. This development sprang 
from a conviction regarding the 
advantages to be derived from 
some form of audience participa- 
tion in screen advertisements and 
to the introduction by Pearl & 
Dean of the one-minute film. 

Both were major contributions 
to the value of the medium, and 
also made for greater flexibility 
and economic continuity. 

Finally, and only last year, the 
decision by Associated British 
Cinemas to carry advertising on 
their screens added not merely 
398 valuable cinemas to the exist- 
ing number showing advertising 
films and filmlets, but at last 
made it possible for advertisers to 
plan properly balanced national 
and local screen campaigns. 

And now what of the future ? 

Marketing needs; the timing 
and effect of the return of ade- 
quate supplies of newsprint and 
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paper and advertisers’ needs in 
individual newspapers and 
periodicals; the ultimate effect 
of the application of the Town 
and Country Planning Act on all 
forms of outdoor media, the in- 
troduction of advertising facilities 
in television through the Inde- 
pendent Television Authority, 
all suggest interesting but far too 
profound and fluid possibilities 
to encourage prognostication 
However, it can be said with 
reasonable confidence, that what- 
ever the effect of the foregoing 
influences in the reading, cinema- 
going, and other habits of the 
public, a number of advertisers 
will find it difficult to ignore the 
experiences many of them have 
had of screen advertising’s ability 
to create demand for their goods 
and services, and the corifidence 
it has demonstrated it can create 
in dealers to stock their goods. 


Aid in competition 


One final word. The relatively 
carefree, but unsatisfying post- 
war years of marketing, and 
therefore of advertising, have 
gone. Most products and services 
are again actively in competitive 
fields. Every advertising medium 
which is to continue to be suc- 
cessful, and is to progress, will 
only be able to do so if it faces 
that fact and eliminates any frus- 
trating, restrictive measures 
which would make the medium 
less able to perform its sole 
function—that of helping to sell 
goods or services. 


Good news for film advertisers. 


After completing Britain's first 


cartoon feature, George Orwell's “Animal Farm "’, Halas & Batchelor 


(producers of high quality cartoon films) can once again accept enquiries 


for original short advertising films. 


HALAS & BATCHELOR} S233: 
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PRODUCTION PUBLICITY FILMS LTD 


Live action national advertising films 


PRODUCTION W.M.LARKINS & CO. LTD 


Solus and semi-solus cartoon films and filmlets for national screen publicity 


DISTRIBUTION PUBLICITY FILMS LTD 


Solus and semi-solus National Advertising Films 


Among their many clients are : 


The British Electrical Development Association, | McDougalls Ltd. (Self-raising Flour, etc.), Mars Ltd. 
Blackwood Morton & Sons Ltd. (B.M.K. Carpets), (Confectionery), Don S. Momand Ltd. (Alka Seltzer), 
Charles Butler Ltd., Cadbury Brothers Ltd. The National Milk Publicity Council, The North 
(Confectionery), Duncans of Edinburgh Ltd. Thames Gas Board, James Pascall Ltd. (Confectionery), 
(Confectionery), Eldorado Ice Cream Co. Ltd., Peek Frean & Co. Ltd. (Biscuits), Radio Luxembourg 
Fibreglass Ltd., J. S. Fry & Son Ltd. (Confectionery), | Advertising Ltd., Rothmans Ltd. (Cigarettes), 
D. & W. Gibbs Ltd. (Shampoo), Arthur Guinness Rowntree & Co. Ltd. (Confectionery), Saxone Shoe 
Son & Co., W. P. Hartley Ltd. (Jam), Hoover Ltd., | Company Ltd., Silvikrin Laboratories Ltd., 
Hovis Ltd., Imperial Tobacco Co. Ltd. (Rhodian Unilever Ltd. (Persil), United Rum Merchants Ltd. 
cigarettes, Capstan cigarettes), S. C. Johnson & (Lemon Hart Rum), Westminster Laboratories Ltd. 
Son Ltd. (Polish), Lever Brothers (Lux), (Brooklax). 


Both companies, being associates of the 
FILM PRODUCERS GUILD LTD. are able to draw upon a wealth of practical experience, 
technical knowledge and the full resources and equipment of Merton Park Studios 


FILM PRODUCERS GUILD LTD 


FILM PRODUCERS GUILD LTD 


GUILD HOUSE - UPPER ST. MARTINS LANE - LONDON - W.C.2 
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Amami Wave See 
Andrews Liver Salts 
Alka-Seltzer 
Ardath Tobacco Co. 
-M.K. Carpets 
Batchelors Soups 


Bisto 
Button’s Chocolate Coconut Squares 
Beecham’s Powders 
Cephos 
Cerebos Salt 
Cope’s Pools 
Caley’s Chocolates 


Colman’s 
Crooke’s Halibut Oj 
Coca-Cola 
Daz 
Dobie's Four-Square Cigarettes 
Fry's Chocolate 
Gloria Shampoo 
Guinness 
Gillette Razor Blades 
Hartley's Jam 
Ilford Films 
Johnson's Furniture Cream 
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Littlewood’s Pools 
McDougall's Flour 
Macdonald's Chocolate Biscuits 
Mac Fisheries 
Maldano Cocktails 
National Mil; Publicity Council 
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during 1954. 
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